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Rough Proofs 


Gladys the beautiful reception- 
ist says she sees Colgate’s is ad- 
vertising a new deodorant called 
Veto, and she wonders how in the 
world they expect to sell it to lady 
Republicans. 

a ae 

Baseball is a funny game. The 
Brooklyn Dodgers practically 
sewed up the pennant by beating 
the Cards three straight, and then 
unsewed it by losing three straight 
to the Cubs. 

vwy 

“The kids of today,” says an AA 
writer, “will make America’s most 
important decisions tomorrow.” 

Mom and Pop say they are 
making most of them now. 

vey 

The man who discovered ath- 
lete’s foot may not be in the same 
class with the nuclear scientists, 
but he has supplied the energy for 
a lot of successful advertising 
campaigns just the same. 

7 | 

Everybody seems to be worry- 
ing about how bright young men 
and women can get into the 
agency business, but the sure-fire 
formula still calls for having an 
uncle with a good-sized advertis- 
ing appropriation. 

vwy 

Minnesota is worried about the 
effect of continued poor fishing on 
the resort business, but reliable 
statistics indicate that the summer 
vacationer is almost always a 
member of the Optimists’ Club. 

* ¢ 9 

The handsome cigar which al- 
ways accompanies handsome 
Lewis Allen Weiss, chairman of 
Mutual, ought to suggest some- 
thing to an industry which needs 
a little glamorizing. 

- . F 

A one-armed paper hanger with 
the hives read the Post article de- 
scribing the dawn-to-dusk chores 
of Win Elliott, emcee of “County 
Fair,” and decided he would stick 
to his present job. 

ey 2 

The theory of Thomas Malthus, 
who saw an irreconcilable conflict 
in “the passion between the sexes” 
and the necessity for food, doesn’t 
seem quite so funny now as it did 
lorty years ago. 

vey 

Arthur Upgren, Rough Proofs’ 
favorite economist, points out that 
in Great Britain a package of 
cigarets costs 68 cents—almost all 
laxes, 

Over here the hole in the dough- 
nut is represented by the tax di- 
Vision of the price the motorist 
bays for his gasoline. 

vvwy 

Fred Rudge reports that Swed- 

sh industrialists who have built 
magnificent homes for their work- 

say the latter are unapprecia- 

Human nature _ everywhere 

eems to be much the same, re- 
Sardless of the language you pro- 

nee it in. 
, FT 
The San Francisco Chronicle, 


the ad says, “satisfies Constant 
eader and backs up Pro Bono 
ublico.” 

Today’s publicity - conscious 


ur 


‘rs of letters to the editor 
m hide behind yesterday’s 
/Seudonyms. 

Copy Cus. 


Consumer Spending 
Figures Tabulated 
in Commerce Study 


Wins Marketers’ Praise 
as Accomplishment of 
‘Herculean’ Task 


WASHINGTON — From depression 
lows, Americans by 1946 boosted 
their spending for photographic 
developing and printing from 
seven to 62 millions; for stationery 
from 69 to 378 millions; for clean- 
ing and pressing from 220 to 767 
millions; for legitimate theater 
and opera tickets from 18 to 84 
millions; for clothing and acces- 
sories (other than shoes) from 
7,653 to 15,530 millions. 

These figures, and similar fig- 
ures for nearly 200 other consumer 
goods and services are part of a 
dramatic picture of the expanding 
American economy available in a 
new Department of Commerce 
publication arranging 18 years of 
national income and _ national 
product figures to show the flow 
of dollars through business, gov- 
ernment, consumers and foreign 
trade. 


Issued as Supplement 


The publication, a _ five-year 
project by the department’s na- 
tional income unit, has been in- 
cluded as a supplement to the 
July issue of the department’s 
monthly “Survey of Current 
Business.” 

Since its appearance, it has 
been widely acclaimed by the na- 
tion’s top economists and market 
experts. One commentator wrote: 
“It is Homeric in conception and 
a Herculean accomplishment. No 
nation in the world possesses such 
a statistical summary of itself at 
work and at play.” 

Under the supervision of Mil- 
ton Gilbert, the national income 
unit had set out five years ago to 
collect all the available annual, 
quarterly and monthly national 
income and national product data 
in a single place, and on a re- 
lated statistical base which would 
permit “an interrelated system of 
national income reporting.” 

By means of nearly 50 tables, 
the final publication sets up a 
“system of national accounting” 
which demonstrates in minute de- 
tail the relationship and interac- 
tion of various segments of the 
economy. 

From the standpoint of market- 

(Continued on Page 177) 


Tough for Hough? 


Read what he says 
in ‘Voice,’ Page 56. 
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FIC ‘Old Guard’ 
Ready to Scrap 
Mason ‘New Deal’ 


Case-by-Case Action 
Favored Over Plan 
for Trade Policing 


| SA REC 
ot et eee 


DOODLE COPY—As clothes-conscious 
coeds scanned New York's Sunday 
newspapers Aug. 3 for back-to-school 
clothes, many were stopped by this 
1,600-line Bonwit Teller ad featuring 
Cartoonist Steinberg's doodles. 


Dorland Gets Bulk 
of Army Area Ads; 
Budget $460,000 


First, Fifth, Sixth 
Armies to Agency; 
Bids on Second 


New YorK—The advertising ac- 
counts of three of the six Army Ayres took the position that 
areas have been awarded to Dor-|trdde practice conferences and 
land, Inc., and the agency is com-| stipulations “cannot fully replace 
peting for a fourth. The three|adversary proceedings.” He 
accounts now handled by the | charged: “An effort to discredit or 
agency comprise $231,000 of the| weaken our statutory adversary 
$460,000 total, and if the Second | processes constitutes a frontal at- 
Army goes to Dorland its > peony upon the laws entrusted to 


WasHIncton—“Old Guard” Fed- 
eral Trade Commissioners were 
ready last week to vote down a 
reorganization program  incorpo- 
rating freshman Commissioner 
Lowell B. Mason’s plan for in- 
dustry-wide conferences as a sub- 
stitute for case-by-case prosecu- 
tion of unfair trade practices. 

While the trade practice confer- 
ence system would remain alive, 
a statement from newly reap- 
pointed Commissioner William A. 
Ayres Tuesday indicated that the 
“old guard” is confident of the 
three votes necessary to retain 
case-by-case prosecutions wher- 
ever the commission wishes. 


of the account amounts to $331,-| our jurisdiction.” 
000. 
Dorland was named last week | 
to handle the First Army sero From its timing and tone, the 
quarters, New York) account.| Ayres statement was clearly a sig- 
Previously, the original field of 17 | nal to “cut down” Mason, who has 
agencies selected by. representa- | been bluntly critical of other com- 
(Continued on Page 175) (Continued on Page 78) 


Last Minute News Flashes 


PR Groups Decide to Form New Association 
Cuicaco—Plans to incorporate a new nationwide public relations 
association, with offices in New York and San Francisco, were an- 
nounced here Thursday. The new association—the Public Relations 
Society of America—was agreed upon following a four-day session 
of the incorporating groups in Chicago. The Society will, in effect, 
represent a merger of the two leading professional public relations 
groups, the National Association of Public Relations Counsel, New 
York, and the American Council on Public Relations, San Francisco. 
New officers probably will be elected at a meeting next spring, which 


may be held here in April. National headquarters will be in New 
York. 


Big Spot Campaign for Birds Eye Foods 

New YorK—Birds Eye-Snyder division of General Foods Corpora- 
tion on Aug. 18 will break a spot radio campaign using 102 stations 
across the country to promote Birds Eye frozen foods. One major 
and one minor product will be plugged in each of six time periods 
(about two weeks in length), ending after Thanksgiving. A total of 
eight different spots will be used in the campaign. Young & Rubi- 
cam is the agency. 


Mason Critical of Colleagues 


Hal Chase Joins National Biscuit Company 
New YorK—Hal M. Chase, formerly advertising director in charge 
of specialty products for Schenley Distillers Corporation, has joined 


National Biscuit Company, which is now realigning its advertising and | 


marketing department. 


Kimball to Direct California Casual Shoe Drive 


Los ANGELES—The Los Angeles office of Abbott Kimball Company | 


has been appointed to handle advertising for Cobblers, Inc., maker 
of California Casual shoes for women, effective Sept. 1. An expanded 
campaign in national consumer magazines will be used. 


(Additional News Flashes on Page 79) 


Nielsen Proves National 


Brands Turn Over Faster 


Advantage Greater 
Now Than Before War, 
Study Demonstrates 


By S. R. BERNSTEIN 


CHIcAGo—In general, lead- 
ing national brands of grocery 
and drug store products have 
far greater turnover in retail 
stores than do relatively un- 
known brands. 

Since the end of the war, 
national brands have increased 
their turnover velocity advan- 
tage over less well known 
brands. 

Well known national 
brands, on the whole, are cur- 
rently moving into consump- 
tion at a steady pace, and their 
inventory position in retail 
stores is at or near “‘normal.” 

High inventory positions, 
which worry grocers and drug- 
gists, are largely, if not en- 
tirely, due to decreased turn- 
over of lesser known or un- 
known brands, which sold 
well when national brands 
were in short supply, but 
which are now becoming in- 
creasingly difficult to move. 


Studied Movement of Goods 


These highly important conclu- 
sions have been reached by A. C. 
Nielsen Company as the result of 
an intensive study of the speed 
with which merchandise moves off 
retail druggists’ and_ grocers’ 
shelves. Part of the story was 
given to the spring meeting of 
the Grocery Manufacturers Asso- 
ciation by Norwood Weaver, Niel- 
sen vice-president. The remain- 
der, presenting the same type of 
findings for drug products, is 
presented here for the first time. 

In the course of its regular 
auditing of grocery and drug 
stores, in which detailed checks 


Elderly Teachers 
‘Break the Bank;’ 
the Loot: $7,440 


New YorK—Mr. and Mrs. Al- 
bert M. Fowler, 73 and 70 years 
old respectively, hit the largest 
single cash prize jackpot ever of- 
fered on a radio broadcast. While 
answering questions in the singu- 
larly appropriate category, “Life 
Begins at 75,” they won $7,440 
during an ABC broadcast of the 
Bristol-Myers sponsored “Break 
the Bank” program Aug. 1. 

The elderly Glen Rock, N. J., 
couple captured their prize on a 
query concerning the name of the 
author of “Over the Teacups,” 
whom they correctly identified as 
the late Oliver Wendell Holmes, 
father of the late Associate Jus- 
tice of the U.S. Supreme Court. 

Both the Fowlers are teachers 
at Central High School in Pater- 


| soh, N. J. 
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of inventory, purchases and sales 
are made, Nielsen discovered: 

In the grocery field— 

1. In 1942, leading national 
brands in eight commodity groups 
(soaps and cleansers, fats and oils, 
cereals, baking products, canned 
goods, beverages, paper products, 
and miscellaneous) had a com- 
posite advantage of 21% in-stock- 
turn rate over all “miscellaneous” 
or “unknown” brands in the same 
product classifications. That means 
that, taking a composite average 
for the entire group, the nation- 
ally advertised brand turned over 
six times every time the lesser 
known brand turned over five 
times. 

2. By 1947, the composite ad- 
vantage of the nationally adver- 
tised brands in the eight product 
classifications had increased from 
21% to 52%. At present, therefore, 
the nationally advertised brand, 
on the average, is turned over 
three times for every two turn- 
overs of lesser known brands. 


In the drug field— 
1. In 1942, leading national 


brands in six product classifica- 
tions (baby specialties, cosmetics, 
proprietaries, toiletries, vitamin 
products, and miscellaneous) had 
a composite advantage of 135% 
in stock-turn rate over all “mis- 
cellaneous” or “unknown” brands 
in the same product classifications. 
On the average, therefore, the 
leading national brands turned 
over seven times every time the 
lesser-known brands turned three 
times. ‘ 

2. By 1947, the composite ad- 
vantage of the leading national 
brands in the six product classi- 
fications had increased from 135% 
to 155%. At present, therefore, 
the leading national brands, on 
the average, are turned over 
nearly eight times for every three 
turnovers of lesser known brands. 

“From our work,” Mr. Weaver 
reports, “it becomes clear that, in 
general, the high inventories that 
distribution factors are worried 
|about are due to the back-up of 
| ‘unknown’ brands. Under the in- 
| fluence of a variety of causes the 
|public has become more acutely 


discriminating, and this has co- 
incided with a higher degree of 
availability of supply for their 
traditionally favorite brands. 


Public Acceptance Counts 


“As a_result, the turnover 
velocity of national brands has 
increased—after vs. before the 
war. And, in general, national 
brands are moving steadily into 
consumption with only a safe and 
normal supply on hand. This 
steady movement can only be 
based upon the strength of their 
position in public acceptance and 
public preference for the known 
values these brands represent.” 

Details for each of the broad 
commodity categories are shown 
in the accompanying table. In the 
food field, the figures are based 
on February-March sales com- 
pared with April 1 inventories for 
both years, 1942 and 1947, the 
periods being considered as rep- 
resentative “prewar” and “post- 
war” periods which do not re- 
flect too much distortion due to 
shortages or other factors. In the 


Here’s the National 
Effective Buying Income 


ee a 
that produces Sales 
| in INDIANAPOLIS | 


Here’s the’ 


Effective Buying Income 


Take Sales Management's word for it . . . in the 1947 


Indianapolis 


ee 


Survey of Buying Power Indianapolis is credited with an 


effective buying income 62% above the national level. 


So it’s a market well worth shooting at. And the pay- 


off way to go after sales in central Indiana is through 
The Indianapolis News, for 78 years the most influential 


newspaper in Indianapolis and the 33 surrounding coun- 


ties. An evening paper, with the largest daily circulation 


in Indiana’s history, The News gets maximum results in 


the rich central Indiana market. 


—IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St, New York 17 © The JOHN E. LUTZ CO. 435 N. Michigan Ave., Chicago 11 « JOS. F. BREEZE, Bus. Mor., Indianapolis 6 
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Fats and Oils 
Cereals 


Canned Goods 
Beverages 


Miscellaneous 


Cosmetics 
Proprietaries 
Toiletries 


Per Cent Advantage in Stock-Turn Rate for Leading 
National Brands Over All Miscellaneous Brands 


Reported by Nielsen Food Index 


February-March Sales Compared with 
April 1 Inventories in Each Year 


Soaps and Cleansers .......... 
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Composite, All Food Groups. . 


1942 1947 
.. 39% 116% 
.—9% 13% 
.. 51% 54% 
.. 81% 107% 
.. 36% 114% 
.. 21% 24% 
.. 15% 42% 
.. 46% 63% 
.. 21% 52% 


Reported by Nielsen Drug Index 


January-February Sales Compared with 
March 1 Inventories in Each Year 


Baby Specialties .............. 


Vitamin Products ............. 
IES ig 534.5 i's & o 0.8 318-66 .d 


1942 1947 
. 235% 333% 
.. 18% 100% 
. 141% 143% 
* Sa 3% 
&% (4) 0 
. 246% 241% 
. 135% 155% 


Composite, All Drug Groups. . 


drug field, comparisons are for 
January-February sales for each 
year, compared with March 1 in- 
ventories. 

The eight commodity categories 
covered in the food study include 
33 commodity lines which Nielsen 
has checked continuously during 
the five-year period. Of these 33 
commodity lines, the study shows 
nationally advertised brands turn- 
ing faster than the remaining 
brands in each line in 27 cases, 
and more slowly in only six. Fur- 
thermore, the advertised leaders 
in 23 lines have improved their 
relative sales-supply ratios in 
1947, as compared .with 1942. 


Largest Sellers Considered 


In the drug field, the six com- 
modity categories cover 31 com- 
modity lines, of which 30 show 
leading national products exceed- 
ing the stock-turn of other prod- 
ucts. They ranged from 17% to 
400% higher in stock-turn than 
the miscellaneous brands in the 
same lines at the beginning of 
1942; and from 40% to 545% 
higher at the same time in 1947. 

Leading brands, or national 
brands, as defined by Nielsen for 
the purpose of the study, were 
the five (or fewer) largest sellers 
normally reported separately in 
each commodity line, but with the 
further qualification of having 
reasonably uniform national dis- 
tribution through drug or grocery 
stores during both of the periods 
studied. Circumstantially, these 
criteria yielded a list of what 
would commonly be defined as 
“leading advertised brands,” al- 
though the kind and amoynt of 
advertising was not in itself a 
governing factor in the original 
selection. 


TURNOVER, PROFIT 
RELATIONSHIP SHOWN 


CuIcaco —Importance of the 
greater turnover velocity of lead- 
ing national brands in grocery 
and drug stores, as indicated by 
the Nielsen study, was graphically 
demonstrated some years ago by 
Verst Publishing Company here 
| (AA, July 22, 1940). The com- 
|pany, which publishes grocery 
|papers, developed a “Net Profit 
| Lie Detector,” based on the prem- 
ise that average operating expense 
is not an accurate yardstick of 
the profit possibilities of a par- 
| ticular product, and that turnover 
must be taken into account in 
figuring all profits. 


Stresses ‘Shelf Dollars’ 


Verst insisted that a grocer in- 
| vests his money in “shelf dollars,” 
| and that, in addition to the cost 
|}of the merchandise, each shelf 


| dollar must pay its share of all 


| 
| 


operating expenses. 

“If you have an inventory, at 
resale prices, of $5,000 and ex- 
penses of $7,500 per year,” Verst 
told retailers, “it means that each 
shelf dollar has an upkeep cost 
of $1.50 per year or three cents 
per week. If your dollar stays 
on your shelf two weeks, it costs 
you six cents, three weeks nine 
cents, etc. If it remains unsold for 
10 weeks, it costs you 30 cents to 
carry it. 


Contains Detailed Tables 


“Tf a dollar of merchandise 
brings 10% gross margin of profit 
and sells within a week, the up- 
keep cost being three cents, you 
make seven cents. If you have a 
20% margin, and it stays on your 
shelf five weeks, the cost being 
15 cents, you have made only five 
cents on this doilar.” 

The Net Profit Lie Detector 
contained tables for each type of 
store showing what happens to 
merchandise with 10, 18, 24 and 
32% gross margin, when sold in 1, 
2, 4, 8 and 16 weeks. For ex- 
ample, a sale of $1 at a gross 
margin of 10%, if made every 
week, nets weekly profits on that 
dollar of 6 cents, or $3 per year, 
whereas sale of a 32% margin 
item once every four weeks nets 
only 4 cents a week, or $2 a 
year. 

Verst Publishing Company is 
now in process of developing a 
new presentation along the same 
line, telling the turnover story in 
somewhat different form. It is in- 
cluded in a new brochure, “How 
and Where Your Profits Are 
Made.” 


THE MARTIN CANTINE COMPANY. 
— SAUGERTIES, N.Y. © 
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FAST MOVING EDITORIAL CAMPAIGNS 
REVERSES THINKING ON PRICES! 


nines screen ne an 
URGES: BUY NOW TO KEEP PRODUCTION UP AND TO KEEP PRICES DOWN! 


Here's how it all started: 


Manufacturers’ prices throughout the plumbing, heating and 
air conditioning industry had not risen in proportion to labor 
and material increases. Publicity on prices in general were be- 
ginning to cause undeserved consumer resistance to sale of our 
industry's products. 


APPROACH: DOMESTIC ENGINEERING launched fast sur- 
vey by telegram to over 300 leading manufacturers for com- 
plete and confidential facts. Results were analyzed, compared 
with other commodity prices. 


DISCOVERED: "Today's Best Buy Is Plumbing and Heating." 
Further discovered, today's prices are based upon peak pro- 
duction. A material slowdown in consumer buying would cause 
increased production costs and higher prices to consumers. 
Today, purchasers of plumbing and heating may be buying on 
a rising market rather than on what is supposed to be a falling 
market. Without delay, a full-fledged campaign to dissem- 
inate this information was launched and is now rolling with 
unprecedented momentum. 


I 3 . 
BARS REPRESENT PRES OF TYPICAL PRODUCTS. PLUMBING AND HEATING ARE LOWEST. (SOURCE US er STATISTICS) 


at Ties BO 


RESULTS: the thumbnail sketches oelow which indicate partially i ae COPYRIGHT 1947 DOMESTIC ENGINEERING CO, CHICAGO 


the acceptance, the need and the value of this effort to Illustration above is actual reproduction of large size poster which is going up in windows and display rooms 


DOMESTIC ENGINEERING readers and our industry. of DOMESTIC ENGINEERING readers from coast to coast to tell the story of today's best buy. 


WHOLESALER ASSOCIATION makes Price Campaign the 
basis of its program for big meeting. Secretary reports: 
"The success of our program was assured by DOMESTIC 
ENGINEERING's participation. Many favorable comments 


PA eq | | 
tea oe 232 ion regarding your interesting and instructive cam- 


MANUFACTURERS' ASSOCIATION. revamps program of 
annual meeting to include campaign information. Execu- 
tive Director stated: "So much good information on prices 
of plumbing and heating equipment, | have included it in 
our program." 


DOMESTIC ENGINEERING READERS in California, Ohio 
and elsewhere launch cooperative advertising campaigns in 
local newspapers to tell the story that "Today's Best Buy Is 
Plumbing and Heating." They state: "This is the kind of 
material we have been looking for and we want to equip 
our salesmen with these aids to sales." 


WHOLESALERS have been furnished by DOMESTIC 
ENGINEERING with sales kits which have been made the 
basis of special meetings with their salesmen to tell the 
common story that prices can be kept down only if produc- 
tion is kept up. 


DOMESTIC ENGINEERING READERS — Contractors and 
Dealers from coast to coast are placing in thou- 
sands of show windows and display rooms the DOMESTIC 
ENGINEERING poster reproduced above and have been 
reassured through factual information that "Today's Best 
Buy Is Plumbing and Heating.” 


Advertise and sell now to keep production up and to keep prices down! 


Consult your Advertising Agency or wire direct for further information on how 
DOMESTIC ENGINEERING services can help you reach and build your market 
in the plumbing, heating and air conditioning industry. 


WRITE FOR 16 PAGE BOOKLET. . . No Obligation 


,» 1947 ’ 
5 
ds , 
vith Be 
, = q 
| 
ly a 
h | 
Yo 
fo i 4s 
Yo ~—S 
Yo 
Yo 
. ee 
) = 
Yo gett i LLL TREE A RARER NR RE RL TAL TT TREE AC CCL TTT ET ARMREST SS NY AL LSS "7 
vith es , | = ae 
7 . - = Bee ay 
Yo as / bY Wig : sn = ioe’ 
% ie S 28 & eee The. “ Bae ae 
‘ r wink (Rena 
Yo . : a4 ‘ 4| a & en 
% ‘ ee : _ e Rite ° * mans oe : 
% i Be i = 
9 - 7 . ; — 4 
% Leg f) ; "a Sa? h ee aa ee 
a + ° = ; le 2 phe i Ve i i 
Ke ~ _ es : Tia Fe 
ag a le 
SE ga LT tad A Bal, ; = os : 
| ng aoe] TE | a 
ee ad” — ; Be ns,» 
bi aay i 
5 200--—— ee... Os ee ae SS . eg Ra ee 7 pp act z Meats , F ¢ ‘ am 
é pacoull ae Bes | : 
178. di A x ig : ’ - - 
Ke E Fi A : ae z # a er 
ee Adtoncbile: CZ fl a] \~e : eee: 
oa . ¥ — = i | } / “ee 7. ce 
ee te ae a e —  FDVewme 4 AN [ ae a Ae | (> ae 
= | : toe fees Pee) oe P/) 4 SS —— 
{ " Howe Fe pire Re eteey hug = Spy 8 / 3 ‘J ‘ | - 4 LS j > bes “ Be ‘ . 
| en ar C/o 
i . e- L | Jy a? ._ oe . ono aa 
Bei ; _ 8 ls ‘ : ¢ : a g ee -_ 
aa 1996 = 100 ‘ he ¥ : i 
‘ae BS unl 
ee es 
; anne 
c O= 4 se 
é al v S + aay 
re a o : i“ 
~ eee ag ee 
¥ 
<p AG yearn x % .: 
. wow on) Oe “_ 
, WN ee i 
Ww) & nh (ee ee 
bys an Nes Sg) ro 
aa ws. C2 as on Sawe 
— 
— ats, 
: es ee 
: oe A Zia ee. { pLunpine Q ‘ i i ES a 
<page Time | = 
4 ek eee y fae 2; eal aM | ill ‘ = -: 
sa\\ —w al ~ hw am | ‘ams 
\ y NO I MBX ~ pee 
Se < : ae ~~ Ammen \ | os ee 
/ ; « oo \ — | \ i S ge, _——— a 
‘6 : \ (Ca a ee . 
oi | geo = 
iP a a ott TE genes 
' y \ 4 saa Meee 
» ee - eae Mig, 
ie s Ws er 4 é hte SAP ‘ ? 
2 gy Bie es ee beeps iN ee oe ee) 
A a || ee BB 4 
p 4 fs - se ; : inne — — 
‘ v : - | Pr a - po -- j nad ane 
amano ma, PA e « ® 
: 2) ere : 
ro Ye eal ae | oy 
{ : - a 
Tl mPa ae ize dd Lov : A Cer 
MPANY “allie MTD = ae een te fe NC? | eee : aes res ‘i ie P: 
Y. © ; - a nig - “ _ — — ne mppitt s . S Ss %. ap AAECT “a = ha Libs aire om 8 {7 thi : 2 eg . v 7 ry “~ = ee : & 
1088 & Son i We aw ee MESTIC ENGINEERING PUBLICATIONS <.. “op heal 
v0 8 a pn Ae UES; Bie DOMES ICENC INEERE NOP UBDLINA LIVIN cricago 16, 1LUNo1s } 
- a aa - aes : : ; . nee ow? a . a % ie é De 4, : Te Sigg 3 So ieee 4 fs, 05% od 6M te ge s / a a 
3 ae ‘ e jee < fe » iw ix oa ots. ’ < See Po ie ton 3 pM P oe co oe Ais "Wres o ha ee fe Ef ge "F; ag oe ‘i eer" oe Oe <i 
=, 7 


fe Bb op aa 


er 


Banking Group 
Issues Guide 
for Credit Rules 


In general, the new schedule|33 1/3% down payment, with 15 
shows a conservative trend, with| months minimum term. In certain 


the amount of down payment re- 


|classes of housewares, 
/maining high, but a stretched-out floor coverings, 20% is permitted 


| period of payment. \fer a 


such as 


down payment, but 15 


The ABA’s consumer credit! months is still maximum for total 
committee emphasizes that this payment. 


schedule is only a guide, and that 
banks may accept it or modify it, 


|as they like. 


New YorkK— With Regulation | 
W, which, for six years, governed 
all instalment selling, due to go 
by the boards Nov. 1, the Ameri- 
can Bankers Association last week 
issued to all member banks a) 
schedule of down payments and 
maturities for different classes of 
instalment loans. 


5A o Cose wae Sera eee 


Se ee 


431 5S. Dearborn 8t., Chicago 5, Illinois 


| Carl M. Flora, chairman of the 


committee and vice-president of 
the First Wisconsin National Bank 


The new schedule calls for the| of Milwaukee, noted that: “Social 


following terms: 


Down 

Automobiles payment terms 
ee, eee 3314 % 24 mos, 
Used cars (46 & 

oh ere 3344% 18 mos, 
Used cars (40-41- 

Ces... ¢ae twas o00 410% 15 mos. 
New Appliances 
Refrigerators, 

gas & electric 

ranges, wash- 

ers and ironers 20% 36 mos, 
Radios, phono- 

graph combi- 

nations, etc.... 25% 18 mos, 
Television sets... 25% 18 mos. 


(plus installation) 

The ABA further recommends 
that minimum down payment for 
household appliances be $15, min- 
imum monthly payment $7.50. 

Currently, under Regulation W, 
all these classifications require a 


\significance of consumer credit 


Maximum | transcends all other factors in im- 


| portance . .. it is unusually sus- 
ceptible to abuse, and if exploited, 
the social resuits would be unfor- 
tunate. We must recognize that 
instalment credit does not create 
new wealth. It simply permits 
buying out of future income.” 


To Re-Introduce Chipso 


Procter & Gamble, Cincinnati, is 
preparing to re-introduce Chipso, 
a granulated soap which it dis- 
continued during the war years. 
Plans and date are undetermined, 
AA was told, but promotion will 
be placed through Benton & 
Bowles, which already handles 


several P&G products. 


Okay Sale of 


‘Chicago Times’ 
fo Marshall Field 


Cuicaco—Marshall Field’s long- 
rumored purchase of the Chicago 
Times was assured last week when 
it was announced that more than 
a sufficient number of shareholders 
had voted to accept his offer to 
buy their holdings. 

The publisher and editor of the 
Chicago Sun said he was “grati- 
fied to learn” that the owners of 
more than 65,500 shares of Chi- 
cago Times stock already had 
voted favorably on his proposal. 
Mr. Field formally offered, July 
23, to purchase all of the stock of 
the Chicago Times, Inc., at $60 a 
share, amounting to a total of $5,- 
339,000 for the 88,977 shares out- 
standing (AA, July 28). 

Richard J. Finnegan, editor and 


“| sold it 
to an Arab at the Waldorf...” 


“ 


--nho.. 


. no, I didn’t know 


selling my products pretty well 


= 


him—and I 


sold 


him three 


# 
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IT'S BEING DONE AT WILLOW RUNI 


MORE THAN 3 CARS 
EVERY 2 MINUTES! 


817 KAISER AND FRAZER CARS 
COMPLETED IN A SINGLE DAY! 


KAISER AND FRAZER DEALERS 
ARE DELIVERING NOW 


(ee of the Foor Largest Dewler Orgeaisetions ie the World!) 


10.213 CARS BUILT DURING JULY .. HOW 
MORE THAN 70,000 ENTHUSIASTIC OWNERS 


Production still being 
increesed as repedly 
standards will permit! 


De beng deme af Wilke Ran f 
CORPORATION 


KAISER-FRAZER 


— +; 


STEPPING UP — Full-page newspaper 
space last week reminded the public 
that production of Kaiser and Frazer 
cars is "still being increased as rapidly 
as highest quality standards will per- 
mit''"—and that one of the four big- 
gest dealer setups is delivering them 
now. 


him. In fact, up to five minutes 
before I telephoned him, I 
didn’t even know such a person 
was visiting this country. . . 


“Well, what happened was... 
Sometime ago I dropped in to 
see one of the Trade Counsellors 
over at McGraw-Hill Interna- 
tional for some ideas on how to 
sell my construction machinery 
in overseas markets. . . 


“Well, this Trade Counsellor 
fellow gave me the names of a 
few reputable Representatives 
in Africa and the Far East. I 
wrote them and they have been 


ever since... 


“Hello—what? Oh, the Arab? 
Well, 'm coming to him. You 
see, since | am an advertiser in 
one of their magazines, the 
Trade Counsellor put me on 
the mailing list for his Trade 
Information Bulletin. Yeah, it 
gives tips on foreign markets 
and new projects. And it lists 
the names of foreign visitors 
who are here to buy things. . . 


“Sure, the Arab’s name was 
on the list and he was here to 
buy power shovels. As soon as 
I saw his name, I telephoned 


shovels right quick like. . . 


“Sure, if I were you [d go 
over to see one of their Trade 
men. Maybe they can help you 
sell it in some foreign market. 


“Yes, I’m sure they know 
Representatives abroad who sell 
pharmaceuticals and automo- 
tive products ... and industrial 
machinery, too. .. You see, their 
Trade Counsellors supplement 
their magazines which circulate 
abroad. . . 


“Well, then, why don’t you 
call in a McGraw-Hill Interna- 
tional representative today!” 


McGRAW-HILL 


Headquarters for World-Wide Business and Technical Information. 


McGraw-Hill Building, 330 West 42nd Street, New York 18, N. Y. 


INTERNATIONAL CORPORATION 


(formerly Business Publishers International Corporation) 


Publishers of: McGraw-Hill Digest © The American Automobile (Overseas Edition) @ El Automovil 


Americano @ Pharmacy International ®@ El Farmaceutico ® Ingenieria Internacional Industria ® 


Ingenieria Internacional Construccion ® 


Equipment and Automotive Products. 


Annual Buyers Guides for Industrial and Construction 


publisher of the Times, also has 
become executive vice-president 
of the Sun and, Mr. Field said, 
“will supervise Sun plans to 
change into a new dress.” The 
plans call for a tabloid Sun and 
a combination Sun-Times on Sun- 
day. 

Pressroom and other Times’ fa- 
cilities are to be made available 
to the Sun as soon as possible, 
Mr. Field said, and “for the first 
time since the Sun was established 
in 1941, the morning newspaper 
will have complete freedom of 
mechanical operation. This, in 
turn, will permit an expansion of 
circulation hours, which up to 
now have been restricted.” 

Mr. Finnegan, in a statement to 
Times’ readers and employes, said 
the afternoon tabloid will con- 
tinue with its present staff, under 
his supervision. 

Returns in the “referendum 
vote” among the 488 owners of 
the Times, including all executives 
and many employes, showed that 
they “were willing to cooperate 
with Mr. Field in the expansion 
of his publishing activities in Chi- 
cago,” Mr. Finnegan added. 

“The figure of 65,500 shares 
which Mr. Field set as a minimum 
in an escrow agreement has been 
passed,” he continued. “Stocks de- 
posited with the American Na- 
tional Bank & Trust Company of 
Chicago will be paid for within 
a few days. This, of course, will 
not prevent other stockholders 
from exercising their right to ac- 
cept Mr. Field’s offer under the 
escrow agreement up to Aug. 25.” 


Mengel Buys Box Firm 


Continental Can Company, New 
York, has sold Nashville Corru- 
gated Box Company to the Menge! 
Company, Louisville. The box 
company will be operated as a 
separate corporation, with Wil- 
liam A. Puryear remaining as 
vice-president and manager. 


Freight Cargo Appoints 
Freight Cargo Agency, air cargo 
and passenger services, has ap- 
pointed William G. Seidenbaum & 
Co., New York, to handle adver- 
tising in consumer and busines 
magazines and newspapers. 
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Here’s the Box Score 


Per cent advantage in stock turn rate 
for leading advertised brands over all 
miscellaneous brands reported by 
NIELSEN FOOD INDEX. 


(February-March sales compared with 
April 1 inventories in each year.) 


Ime 1 
SOAPS AND 
CLEANSERS... 39% 116% 


FAIS AND OWS... .-$ 13 
CEREALS 2.2... ST 
BAKING PRODUCTS .. 31 107 
CANNED GOODS... . 36 114 
BEVERAGES .. 2... 21 4 
PAPER PRODUCTS... 15 = 42 
MISCELLANEOUS... . 46 63 


Nationally advertised brands in composite had an ad- 
vantage in rate of stock tum of 21% 52% 


148% greater today than early in 1942! 


NOW TURN 52% 
THAN “ALL OTHERS” = 


.. 4M increase of 148% ag 
in relative sales velocity 
since early in 1942 


Nationally advertised foods are today more than ever 
the prime assets in a grocery inventory. 


The same is true of nationally advertised brands in any retail 
or wholesale outlet—drug, hardware, department store. 


For example: An analysis of figures from the Nielsen Food 
Index covering 33 basic grocery commodities shows that 
early in 1942 nationally advertised brands, on the average, 
turned 21% faster than competitors. 


Today, nationally advertised brands are moving 52% faster. 
Since 1942, there has been a 148% gain in relative sales 
velocity of nationally advertised grocery products. The edge 
for national brands ranges today from 13% to 116%. 

Why is velocity important? 


Because high sales velocity means greater dollar profit for 
the retailer and lower prices for his customers. 

In these days when inventories are being sharply watched, 
remember these facts: 

Well accepted, staple, fast-turning national brands, while 
they sometimes have narrower profit margins than others, 
perform several invaluable functions. 

They provide the dependable day-by-day income which 
keeps an operation on even keel. 

They develop the store traffic which makes it possible 
to sell longer profit impulse items—the traffic which 
is absolutely necessary to liquidate, at minimum loss, 
the “dogs” which even a good operator buys once 

in a while, particularly in war-time. 

They build a reputation for quality; without them, 
customers drift away. 

Most bankers and business men are well aware of 
these facts. However, in times like these, it does 

no harm to mention them again. 


NATIONALLY ~ 


7 


y 


FOODS | 


> 


b 


FASTER ~ 


(according to A. C. Nielsen Company”) 


*A. C. Nielsen Company, the 
world’s largest marketing research 
organization, supplies bi-monthly 
reports of the movement of goods 
through retail food and drug 
stores. The Nielsen Food Index 
and Drug Index are research tools 
which are highly valued by the 
food and drug industries, and by 
many others in the front rank 

of American business. 


%& Reprints of this advertisement available upon request. The American Weekly, Main Office, 63 Vesey St., New York 7, N. Y., Chicago, Atlanta, Boston, Detroit, Cleveland, Los Angeles, San Francisco, St. Louis 
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Electrotypers Reelect | 


Joseph Schwartz, Wescott 
Thomson, Inc., Philadelphia, fae | 
been reelected president of Print- | 
ing Plates Research, Inc. Ba 
officers reelected are: 

Myers, Capital City ppl Pacts! 
Company, Des Moines, lst vice- 
president; Sam Ross McElreath, 
Sam Ross McElreath Company, 
Dallas, 2nd vice-president; and J. | 
Homer Winkler, Battelle Institute, | 
Columbus, O., secretary-treasurer. | 
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Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 
S S RUBBER CEMENT CO. 


314 N. Michigan Ave. Cen. 3373, Chicago 1 


. Fram Prepares 
$100,000 Contest, 
Opening Sept. 20 


PROVIDENCE —A_ $100,000 prize 
| contest, believed to be the first 
promotion of its kind used in the 
automotive equipment market, 
will be launched with a two-color 
page advertisement in the Sept. 20 
Saturday Evening Post by the 
Fram Corporation to promote 
Fram oil filters and replacement 
cartridges. 

No box tops or purchases will 
be required to enter the contest. 


Participants will be asked to write 
in 25 words or less why they pre- 
fer to have their cars equipped 
with Fram oil and motor cleaner. 
Entry blanks may be secured from 
garages, service stations, automo- 
bile dealers—wherever the “Fram 
Official Contest Headquarters” 
poster is displayed. The contest 
will close Nov. 10. 

Prizes for motorists will include 
| five Fram-equipped sedans—Lin- 
| coln, Studebaker, Mercury, Ford 
and Crosley. In addition, motor- 
ists will win 224 other prizes: six 
Philco refrigerators, six Philco 
freezers, 12 Philco console radios, 
25 Bulova wrist watches, 25 G-E 
mixers, 25 Parker “51” pen and 
pencil sets, 25 Ronson table light- 
ers and 100 $10 bills. 

Special prizes for dealers will 


total $3,140, with a first prize of 
$500, four second prizes of $100 
each, and 224 additional prizes of 
$10 each. A separate contest with 
prizes for jobber salesmen will 
include 18 free trips to the De- 
cember Automotive Service In- 
dustries Show in Chicage, with all 
expenses paid. Of those 18 men, 
six will win an extra $100 each. 
Other jobber-salesman prizes will 
be 25 $50 awards and 186 $25 
awards. 


Ads to Appear Elsewhere 


Following the Post opener will 
be additional two-color pages and 
half pages in the Post; two-color 
ads in Capper’s Farmer, Country 
Gentleman, Farm Journal and 
Successful Farming; 400-line ad- 
vertisements in 1,599 daily news- 


pens baby out back 


Lawns for baby pens, children and 


grown-ups, benches and 


and a patch of garden — this, more 
is Philadelphia. 


than any other city, 


easy chairs, 


home helps make Philadelphia one of 
the very top markets for an unbeliev- 
able variety of consumer items. 


And 


That newspaper is The Evening 
Bulletin. It goes home in this city of 
homes — has the largest evening cir- 


“as 
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HAT TRICK—Here Johnny Roventini, 
Philip Morris’ symbol; John Alden, vice- 


president of Biow Co., New York, and 
Lily Davis, John Frederics' model, com- 
pare Johnny's hat with the model pre- 
pared for fall sale by the hat maker. 


For the tangible fact is the third larg- 
est city has more of its families in in- 
dividual homes than other large cities. 

It’s a tangible fact, too, that pride in 


the third and especially noteworthy 
fact about Philadelphia is the low-cost 
ease with which it is reached with a 
sales message — for 4 out of 5 families 
daily read one newspaper. 


culation in America. It takes the story 
of your wares direct to family buyers. 


¢ The Sunday Bulletin — first issue 
published February 9, 1947. 


In Philadelphia —nearly everybody 


reads THE BULLETIN 


papers; and the complete Western 
Newspaper Union list of 2,531 
weekly newspapers. 

Spreads and full pages are ap- 
pearing this month in Automo- 
tive Digest, Automotive News, 
Farm Implement News, Implement 
& Tractor, Jobber Topics, Motor, 
Motor Service, Southern Automo- 
tive Journal and Super Service 
Station. 


Supporting the advertising will 
be free dealer helps including 
“Official Contest Headquarters” 
posters, entry blanks, newspaper 
mats and radio transcriptions tying 
in with the campaign. 

Van Sant, Dugdale & Co., Bal- 
timore, handles Fram advertising. 


Forms UST Service 


United States Television Mfg. 
Corporation, New York, has estab- 
lished a New Jersey service or- 
ganization, to operate under the 
name of UST of New Jersey, at 
80 W. Jersey St., Elizabeth. L. 
Robert Fisher, formerly a field en- 
gineer for the Allen B. DuMont 
Laboratories, will be service man- 
ager for the New Jersey area. 
Perrin F. Shaw has been named 
New Jersey sales representative, 
operating from New York head- 
quarters, and Joel Goodman has 
been appointed sales representa- 
tive for Westchester County, New 
York. 


Ecko Promotes Two 


Henry C. Forster, who has been 
purchasing agent of Ecko Prod- 
ucts Company, Chicago, has been 
appointed to the new post of mer- 
chandise manager. He is suc- 
ceeded as purchasing agent by 
John L. Moore, formerly manager 
of Ecko’s Byesville, O., plant. 


Vt. Paper Suspends 


The Morning Daily News, St. 
Johnsbury, Vt., which started June 
28, has suspended publication due 
to shortages of essential materials 
and personnel. The company will 
return to the job printing field, 
in which it had operated for sev- 
eral years. 


NEW JERSEY’S FOURTH LARGEST MARKET 


A | 
Ip 


(as ~~ 
s hha anno BE SOLD 


f-FROM THE 


Sours ne 


The BAYONNE Times is the only newspaper 
that can sell this wealthy New Jersey market 
home of over 100 diversified industries. Senc 
for the new BAYONNE Times 1947 Market Dato 
Book and find out why Bayonne has become 
a test market for many National Advertisers. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 MADISON AVE, WEW YORK © 228 W. LA SALLE ST. CHICAGO 
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ne Variety Stores Hughes’ PR Chief tigating committee, “my job is to| has “as its next subject” the “very |drews” show began Aug. 9 for 
J create good will for my company | free amount of advertising by war | Swift’s Premium frankfurters. 
Look for Record Detines His Job; in any way, shape or form that I| contractors with political under- ———— 
. ’ ’ can.” tones and overtones.” Announces Expositions 
Christmas Sales Create Good Will’ Meyer’s reports of elaborate Campbell - Fairbanks Exposi- 
; ; night clubbing and favors for Col. N Sh . Swift tions, Boston and New York, has 
Cutcaco—Things are looking up| Wasuincron—After three days! Elliott Roosevelt and other stra.|-"° ™ eo AOE scheduled the International 
for the independent variety store| of grilling on $164,000 of expense | tegically situated Army office Swift & Co., Chicago, will spon-| Hobby, Crafts & Science Show for 
man, according to the majority of chits, John W. Meyer, public re-|led Committee Chai Ts, sor “Meet the Meeks,” a new fam-/|the International Amphitheater, 
reports at the 4th merchandise |). ;; ° dvi . , e airman Owen ily comedy program, Saturdays,| Chicago, Nov. 1-8, and the Na- aie 
fair of the National Association of ations a viser for Howard Hughes, | Brewster (R., Me.) to promise a|1l1 to 11:30 a.m., EST, starting} tional Hobby, Crafts & Science = 
Variety Stores, held here last offered this definition of his as-| further investigation of the ad-| Nov. 8, for a product not yet as-|Show for Exposition Hall, Madi- _ 
week. signment: vertising and public relations ac-| Signed. The new show will give}son Square Garden, New York, a 
Sales at the fair showed a 60%| “AS I see public relations,” | tivities of war contractors. a Bi Fr ao this fall ho Nov. ie Harry M. Frost, Bos- . 
gain over those of the February| Meyer told the Senate war inves-| Brewster said the committee! ing at 10:30. ‘The “Archie , oe both p ol VX— 
show. Metal toy and candy ex- E 
hibits, for example, were greatly 
® increased. 
Panini, The independent variety store 
, Vice- ‘ 
b and operator feels that the buyers 
com- market definitely has been broken 
| pre- and that sales this Christmas will 
naker. be the biggest in years. In fact, 
—- demand is expected to exceed 
estern supply. 
2,531 Advertising by the variety store 
has been the exception, rather 
e ap- than the rule, in the past. Now, 
tomo- through testing, the independent 
News, store owner has been shown the 
oment | importance of advertising as a 
Motor, § factor in increasing sales. He has 
tomo- {| found that advertising in local 
ervice fj papers is not as expensive as he 
| thought, and that it has great 
z will i pulling power. Previously, the 
uding §f only advertising done was on spe- 
rters” cial occasions such as Christmas, 
paper Easter, ete. 
tying To Increase Store Advertising 
Bal- The National Association of 
tising Variety Stores plans to help in- 
: crease store advertising by mak- 
ing mats of brand names and fair- 
trade merchandise available to its 
Mfg. | members. It was said that at 
estab- least 20% of the association’s 800 
e or- members will have some sort of 
r the advertising setup—some employ- 
ey, at ing greater amounts than others, 
h. L. of course. 
nol Now that the independent va- 
poem riety store operator has disposed 
area. of his war merchandise (in many 
1amed cases at a loss in order to get it 
tative, off his counters and out of his|, 
head- stock room), he can get back to 
n has a normal business. Indications 
senta- point to a 15% increase in sales 
, New for the year, says Marvin E. 
Smith, managing director of the 
association. 
; been Gets Video Accounts 
Prod- Television Advertising Produc- 
; been tions, Chicago, has been appointed 
/ mer- to write and produce television 
suc- f— shows for Keeley Brewing Com- 
at by fF pany, Chicago, and Union Electric 
aed Company, St. Louis. 
Bane P -* 
une 
m due a if a a] Y G E f A WHEN, moreover, that magazine is edited 
ord ‘Your MEXICAN Affairs and published by the American Medical 
field, : ° , . 
sage. | A D V i * E 5 er the readers’ confidence is amply 
‘COMPETENT HANDS: ; justified. 
MARKET | Jacques aap | More Exercise for Baby Besides the family subscribers who comprise 
{ is now in charge o* our ) 
\ LATIN AMERICAN T the bulk of HYGEIA’s readers, almost three 
A DEPARTMENT | M a E ay million waiting patients read HYGEIA every 
Ud ( Mr. D'Armand, until recently SW Divi- ) \ month in doctors’ reception rooms. This big 
$i . . . ° 
TH Pog 8 tency! "United ? COOPERA i ES Y plus circulation includes a high percentage 
iF | Press in Mesiee. of mothers and mothers-to-be. 
| { Has Pe oy Fe executive, cor- ° WHEN mee? \ 
) respon ent and a visor covering ” authoritative in- ’ : 
SOLD eons of 4 years in og a formation by scores of reputable physicians, To reach the baby’s purchasing agent 
— ae am Ze} nurses, dentists and dietitians is pooled in through the medium she believes in, run 
business or desiring to do business in ) one publication, that publication readily your sales message on infant products in 
p F MEXICO | commands the confidence of the public. HYGEIA. 
He has the answer to your 
eS 
wspoper Mexican problems. 
/market 
ies. Senc * 
ket Data 
— © aut THE HEALTH MAGAZINE 
was 0? SOUR PTE ENO’ | iyckls have decreesed ssberonsielly 
) ave crease substantia 
‘ | DALLAS. TEXAS || tirl941. Today your advertising dollars AMERICAN MEDICAL ASSOCIATION 
' )| will buy 36 per cent more in this health- 535 NORTH DEARBORN - CHICAGO IO, ILLINOIS 
bT, CHICAGO minded market! 
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Truman Assails 
Exemption Bill 
for News Vendors 


WasHIncTon—Legislation to ex- 
empt newspaper and magazine 
vendors from the Social Security 
Act was attacked by President 
Truman Wednesday as a step “ex- 
actly opposed to the one our na- 
tion should pursue.” 

In killing an exemption bill 
which had been rushed through 
Congress, the President charged 
that special legislation for news 
vendors “would invite other em- 
ployers to seek exemptions when- 
ever they can allege that the law 


is inconvenient or difficult for 
them to comply with.” 

The President rejected the as- 
sertion that publishers have diffi- 
culty in keeping necessary rec- 
ords and in collecting employe 
contributions from the vendors. 

“Where the vendors are so 
closely associated with the paper 
as to be its employes, the difficul- 
ties are no greater than those con- 
fronting many other employers of 
outside salesmen or indeed em- 
ployers of other kinds of labor,” 
the President said. 

He noted that many, “perhaps 
most,” street vendors of news- 
papers are excluded, even at pres- 
ent, from coverage under the So- 
cial Security Act because they are 


NOW OVER 


independent contractors rather 
than employes of the publishers 


Security Act,” he said. 

“The standards used for deter- 
mining whether an employer-em- 
ploye relationship exists are the 
same in the newspaper business 
as they are in other enterprises. 
There is no justification for chang- 
ing these standards so as to dis- 
criminate against employes in this 
particular industry.” 

The President said news vend- 
ors who are dependent upon their 
jobs for a livelihood “are ex- 
posed to the same risks of loss of 
income from old age, premature 
death or unemployment as are 
factory hands or day laborers.” 

“We must not open our social 
security structure to piece-meal 
attack and to slow undermining,” 
he said. “We must instead devote 
our energies to expanding and 
strengthening that system.” 


ST. JOSEPH NEWS-PRESS 
St.Joseph Onzette 


whose papers they sell. 

“But some vendors work under 
arrangements which make them 
bona fide employes of the pub- 
lishers and, consequently, are en- 
titled to the benefits of the Social | St..Paul. 


Buys Chamberlin 


Ceder Advertising Company, St. 
Paul, has purchased the Harold S. 
Chamberlin Advertising Agency, 


SURVEY NEW WJJD COVERAGE—The new 50,000-watt operation of Station 
WJJD, the Marshall Field Enterprises’ independent in Chicago, pulled out its 
first major plum in the exclusive contract for all games of the Chicago Cardinals 
in the National Professional Football League. Pointing out the station's new 
coverage, here, to Maurie Broniner, account executive of Olian Advertising Co. 
(second from left), are Art Harre, the station's general manager; Howard Lane, 
radio adviser, Field Enterprises, and Frederick Harm, commercial manager, 
WJJD. The station's increased power was effective Aug. 4. 


WHEN THIS MAN SAYS 


“YES” 


YOUR ADVERTISING GETS ACTION 


Sell him through the pages that Top Management 


values more highly than any other publication 


N THE American buying scheme, the 
pace is set by men who manage 
business and meet payrolls. 


These men—top management in 
many industries—operate on facts. 
And for many of these facts, each day 
they read The Journal of Commerce 
as closely as they read their morning 
mail. 

Because it is America’s most com- 
plete daily business newspaper—an 
authoritative voice of business and 
industry. 

Because in no other publication can 
they find the many profit-news fea- 
tures published daily in The Journal 
of Commerce. 

Because their management work is 
made easier by the J-of-C’s vital, up- 
to-the-minute business news, reports 
of trends and exclusive price and 
supply factors. 


* * * 


A Few of Thousands of 
J-of-C Advertisers 


United Airlines 
Brazilian Gov't Trade Bureau 
American Express Company 
Cities Service 
Dodge Motor Cars 
Furness Bermuda Line 
Calvert Distillers Corp’n 
Guaranty Trust Company 
Hartford Fire Insurance Company 


Robert Reis & Company 


L 


That’s why thousands of presidents, 
vice-presidents and top executives 
pay $20 a year to read The Journal 
of Commerce. And that is why its 
circulation represents probably the 
highest concentration of policy-mak- 
ing executives available to advertisers. 

If you advertise a business product 
orjservice, a commercial or industrial 
commodity, a consumer product with 


a top-income market, or an industrial 
message for top management, write 
or telephone for The Story of the 
J-of-C Market and a rate card. GET 
TO THE MEN WHO DECIDE . . . IN THE 
DAILY THAT HELPS THEM DECIDE. 


THE NEW YORK 


Journal of Lommerce 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


Intensive concentration of top management. 


WROW to Avery-Knodel 


Station WROW, Albany, basic 
affiliate of MBS scheduled to go 
on the air about Sept. 1, has ap- 
pointed Avery-Knodel, Inc., as na- 
tional representative. The station 
will have an operating power of 
5,000 watts days and 1,000 watts 
nights. Principal stockholders are 
Harry Goldman, Louis Gross, Dr. 
John Quinlan, Hy Abrams and 
Hy Rosenblum, all of the Albany 
area. 

Mr. Goldman, president of the 
Goldman & Walter advertising 
agency, Albany, will be station 
manager. He was formerly with 
WOKO and WABY, Albany, as 
commercial manager. Commercial 
manager will be W. S. Clark, for- 
mer president of Clark & Mc- 
Geehan, New York, and New York 
manager for Howard H. Wilson 
Company. 


Issues Market Info 

“State and Regional Market In- 
dicators 1939-1945,” a booklet re- 
leased by the Department of Com- 
merce, is designed to serve as a 
reference for marketing execu- 
tives, manufacturers and distribu- 
tors. It provides a series of meas- 
ures of the geographic shifts in 
economic activity during the com- 
plete war period, with yearly com- 
parisons carried through from the 
prewar base year, 1939. Copies of 
the booklet may be obtained from 
the Superintendent of Documents, 
Government Printing Office, 
Washington 25, D. C., or from the 
nearest Department of Commerce 
field office, at 20 cents each. 


Finder Ups Gurin 


Leonard V. Finder & Associates, 
New York public relations organ- 
ization, has promoted Maurice G. 
Gurin from an associate member 
of the firm to executive vice- 
president. Maurice  Basseches, 
formerly with the American Jew- 
ish Committee, and Beryl L. Reu- 
bens, until recently director of 
publicity for Columbia Records, 
have been named account and as- 
sistant account executives, re- 
spectively. 


Names Representatives 
Robert W. Orr & Associates, 
New York, has appointed Leggett 
Nicholson & Partners, London ad- 
vertising agency, as British repre- 
sentative, and Opta, Paris, as 
Continental representative. 


v\ EXECUTIVE: 


ISSUE OF BUILDING 
SUPPLY NEWS 
__ (Closing October 1s?) 
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Drug Business Is 
Good, to Improve, 


Newcomb Declares 


NWDA Head Sees 
Sales Training, Cost 
Data as Needs 


Fr. WortH — The prospects of 
the wholesale drug business are 
good and getting better, E. Allen) 
Newcomb, executive secretary of | 
the National Wholesale Druggists | 
Association, told the joint con-| 
vention of the Texas Pharmaceu- 


tical and West Texas Pharma-| 
ceutical Associations . here aad 
week. 


“Since the start of 1947,” he 
reported, “the trend in sales had 
continued up. Best estimates we | 
have indicate that retail drug’ 
store volume for the first six | 
months is about 6% ahead of last | 
year’s, in spite of all the talk of a) 
business recession or, for that) 
matter, a depression. | 

“This increased dollar sales vol-,| 
ume has enabled both the whole- | 
sale and retail drug trade to | 
come through the war—in the) 
face of tremendously increased 
operating costs—in far better fi- 
nancial condition than ever be-| 
fore in the history of the indus-| 


+way 99 
try. 


Urges AFPE Support 


In advocating steps to “get our | 


facilities into better shape to 
handle the increased volume of | 


clean and attractive surround-|price performance.” If the in-|division of Canadian Industries | Byrne Joins Tooker 
ings”); research to develop bet-| dustry continues to maintain low | Ltd., Montreal. He joined the com- 


prices and operate at reasonable | 


ter cost data on warehousing op-| 
erations; sales training (“man- | 
agement must prepare itself to} 
train sales clerks better than ever, 
and better display and store ar- 
rangement plans must be adopted. 
The day of sitting down and let- 
ting the business roll in is over’’). 

Mr. Newcomb lauded the drug 
industry’s feat in holding prices | 


at prewar levels, and he said the| Bythell Advanced 


industry ‘‘stands alone among the 


industries of the country in its | advertising manager of the plastics 


; : | Edward J. Byrne, formerly di- 
pany in 1946 as assistant to Spald-| rector of outdoor advertising for 


margins of profit “there is no|ing Black, market development| Donahue & Coe, New York, has 
question but that the distribution| and advertising manager of the| joined Tooker Lithograph Com- 


of drug store merchandise will| cellophane division. |pany there as sales manager. 
continue to be handled by the) 


wholesale and retail drug trade, | 
and that the volume of this dis- | 
tribution will continue to expand,” 


he promised. 


PHOTO COPIES 

OFFSET PRINTING 
A 

NOGRAPH PRINTING 


RAPID COPY SERVICE: 


D. C. Bythell has been appointed 123 N. Wacker Dr., Chicago 6 


business we are now doing and | 
expect to continue to do,” Mr. 


Newcomb urged support for the | 
American Foundation for Phar-— 
maceutical Education, 
said is making 


leges of pharmacy to provide 
teachers . . . and pharmacists to 
operate the retail drug stores and 
to work in pharmaceutical labora- 
tories.” 

Other actions advocated by Mr. 
Newcomb include: increased store 
modernization (“If we lose vol- 
ume, we blame it on unfair com- 
petition . . we should not be 
afraid of competition of super- 
markets, syndicate stores or any 
other outlet. What we should be 
afraid of is our inability to recog- 
nize the fundamental fact that 
people like to buy in comfortable, 


WINSTON-SALEM 
TOPS 5th DISTRICT 
IN STORE SALES! 


Over Three Times District Gain! 


Winston-Salem had the largest dollar volume 
gain in department store sales in the 5 states 
of the 5th Federal District, during the period 
from January to May, 1947 over the same 
period Im 1946,—showing an increase of 23%, 
according to the Federal Reserve Bank, Rich- 
mond, Virginia. In the Sth District as a 
whole, the inerease was only 7%. 


Winston-Salem scored another first in sales 
gain in May, 1947 over the same month In 
1946, showing an increase of 27%. In the 
‘istrict as a whole, the increase was only 


All of which is powerful proof that 
Winston-Salem is a “must” market for 
advertisers with something to sell in 
the South’s Number 1 State. 


JOURNAL AND SENTINEL 
Winston-Salem, North Carolina 
National Representative: 
KELLY-SMITH COMPANY 
Circulation of the Sunday Journal and 
Sentinel now exceeds 50,000! 


which he} 

| 
“tremendous 
strides in giving assistance to col- | 


| 


| 
| 


} 


| 
| 
| 
| 
| 


| 


CHARLES F. H. JOHNSON, Jr. 


Vice Pres. & General Manager 


BOTANY MiLLS, Inc. 


— dota the fob A 


“We at ‘Botany’ like the idea of emphasizing 
the importance of good quality, good fashion, 


good grooming and good value in the minds 


of young men. 


“We greatly admire the job that PIC is doing along 


these lines.” 


BOTANY MILLS, Inc. 


IC 
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Only the beginning 


of another “all-star” 


Chicago Tribune attraction 


CROWDS STREAMING THRU THE FIRST OF 18 CHICAGO- 

LAND PRIZE HOMES OPENED FOR PUBLIC INSPECTION 

GIVE CUE TO HUGE HOME MARKET- REACHED AT ONE 
LOW COST BY THE CHICAGO TRIBUNE 


More than 5,000 persons from all parts of Chicagoland on Sunday, 
July 13, made a special trip to 20 South Forest Avenue in Palatine, 
Illinois, suburb 35 miles northwest of Chicago. 

They came to inspect the first fully completed unit in the most ex- 
tensive home building and equipment demonstration project ever 


launched in Chicago—the Chicago Tribune Prize Homes Building 


This five-room ranch type home in Palatine, 
Minois, is the first of 18 Chicago Tribune prize 
homes to be opened for free public inspection 
during the summer and autumn months ahead. 


- program. 
From early morning until nightfall, they came. For more than a year, 
they had seen and read about these prize home designs as presented 


Sunday after Sunday in the Chicago Tribune. Now they were offered 
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an opportunity to inspect one in its actuality. 

As evidence of the seriousness of their interest, they waited patiently 
in line as the crowds ahead moved slowly thru the house inspecting 
every feature and installation of the five-room ranch type house built 
from a winning design in the newspaper's $24,000.00 Chicagoland 


Prize Homes competition. 


Only the Beginning 
This is only the start of another “all-star” attraction staged by the 
newspaper famed for the spectacular response it regularly draws 
from Chicago's largest constant audience: During the months ahead, 
17 more Chicago Tribune prize homes to be opened thruout Chicago 
and suburbs will focus community-wide attention on homes 
and everything that goes into homes. 


As each new unit in this project is completed, there 


No detail of the home's features and equipment 

was passed up by the crowds which flocked to see the first 
fully completed unit in the Tribune's home building 

and equipment demonstration project 

consisting of 18 model homes thrvout Chicago and suburbs. 


will be brought closer to realization the goals set in September, 


1945, when the Tribune launched this program. 


Spurs Building Revival 
These goals were to stimulate better home design and give impetus 
to America’s building revival by demonstrating in practical manner 
what the architect, the builder and the building materials and equip- 
ment manufacturer can offer the prospective home builder and re- 
modeler today. 

In concept and scope, this project now nearing its climax illustrates 
the practical, aggressive action with which the Chicago Tribune seeks 
to serve and advance the interests of readers. 

It is typical of the hard-driving editorial enterprise which 
keeps the Tribune out in front as Chicago's most widely 


read newspaper and most productive advertising medium. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


JUNE AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 1,035,000—~ 
SUNDAY, OVER 1,500,000 


& 
Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11 
E. P. Struhsacker, 220 E. 42nd St., New York City 17 
Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4 
W. E. Bates, Penobscot Bidg., Detroit 26 


. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC. 
FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Which Would You Select? 


Last week an advertiser, with a 
product sold primarily in the farm 
field, called us by long distance. 
Somewhat apologetically, he laid 
a problem out for us which he 
said was giving him some con- 
cern, and on which he would ap- 
preciate our advice. 

His problem was this: 

He was in the process of pick- 
ing a new advertising agency. He 
had listened to solicitations from 
a number of agencies, had investi- 
gated several, and had finally nar- 
rowed the choice down, in his own 
mind, to two. He called us be- 
cause he was greatly impressed 
with one of these two agencies; 
he liked the people, their obvious 
ability to think, and their general 
approach to his problem. The only 
thing that was keeping him from 
giving them his business was that 
they had had little or no experi- 
ence in the farm market. 

On the other hand, the other 
agency, which impressed him as 
solid and sound, but not quite as 
alert as the first one, had a long 
and competent history with farm 
accounts. If he picked the second 
agency, he felt reasonably sure 
that they would make no glaring 
errors for him, and that they 
would do a competent, workman- 
like job. He was facing the choice 
of “competence” and experience, 
as against something more than 
simple competence, but no experi- 
ence. 


Sensible Labor Approach 


A few weeks 


which both labor and management 
frequently take to the public 


prints during a labor dispute to | citizens and good employes, with 


tell the public what a dirty so- 
and-so the company (or the em- 
ployes) involved in the dispute is. 
We suggested that this type of 
name-calling in public was a rela- 
tively new method of committing 
economic suicide, since if the ad- 
vertising accomplished its pur- 
pose, it was sure to create public 
distrust of either the management, 
its workers, or both. 
Consequently, were more 


or 


we 


than usually pleased with the re- 
cent newspaper ad of the Eastern, 
Southeastern and Western Rail- 
roads. This ad was “tough.” It 


was headed, “44 ways to 
thing for nothing,” and it 
featherbedding 
by the railroad brotherhood 


get some- 
attacked 
sought 

in no 


conditions 


uncertain terms. 


3ut it didn’t say, or imply, that 


We told him the obvious things: 
That no one could decide such a 
problem adequately without a 
complete knowledge of all the 
facts, and perhaps not then; that, 
if the two agencies were equal or 
nearly equal in ability, the matter 
of experience would obviously tip 
the balance; that, to a large ex- 
tent, the need for specialized ex- 
perience depended in great meas- 
ure on exactly what kind of prod- 
uct he was selling and how much 
technical or specialized merchan- 
dising knowledge would be 
needed. 

We told him, too, that there 
were sometimes advantages of the 
“fresh viewpoint” kind which 
might develop from using the 
agency which had to discover how 
to get around in the field, since 
such an agency might not be hide- 
bound enough to “know” that cer- 
tain things were always done a 
certain way and that therefore 
any other approach was auto- 
matically wrong. And we added 
that a great deal depended on how 
much he knew, and was willing 
to transfer to his agency, which 
would guide them in approaching 
a new field. 

And we told him, finally, that 
as far as we personally were con- 
cerned, if everything else were 
about equal, we’d be inclined to 
place our bets on brains and abil- 
ity in preference to experience. 


ago we com-jall railroad employes are slug- 
mented here on the manner in| gards, nitwits or subversive Com- 


What would you have told him? 


munists. Instead it said: 
“Railroad workers are good 
pride in their calling. Their rec- 
ord during the war was outstand- 
ing. We do not believe they fully 
understand the ‘featherbed’ rules 


which the union leaders are de-| 
manding. We do not believe they | 
understand the harmful results| 
which these rules would have to| 
the railroad industry, to the mil-| 
lions of men and women depend- | 
ent on railroads for their liveli- 
hood, and to the shipping and con- 
suming public.” 

Which strikes us as good, com- 
mon sense. Better common sense 
than name-calling and impugning 
of reputations. Better common 
sense than batting the other fel- 
low over the head, trying to “ham- 
mer some brains into him.” 

And probably more effective, 
too 
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"Dash off a 29 page questionnaire to all newspaper editors. We haven't 
pestered them in a long time.” 


Junket 


Unless you are on the mailing 
list of Floyd Clymer, Los Angeles 
publisher and motor car manu- 
facturer, you probably don’t know 
that he’s working his way across 
the country driving a new Kaiser. 
Mr. Clymer has a Soundscriber 
attached and is dictating his im- 
pressions as he drives. At the 
end of the trip a book will be pub- 
lished from the dictation. Pre- 
sumably Mr. Clymer is a man of 
rigid discipline; few of our friends 
would want to hear what they 
said while driving through traffic. 


50 for the ‘Post’ 


With practically no alarums and 
flourishes, The Saturday Evening 
Post recently noted that it had 
passed 50 years under Curtis own- 
ership, and that what was widely 
known as Curtis’ Folly might now 
be called a spectacular money- 
maker. 

Cyrus H. K. Curtis bought the 
Post for $1,000—and its assets in- 
cluded a fine name, a tradition far 
beyond its subscribers, and some 
worn-out type fonts. At one point 
the magazine was nearly $1,000,000 
in the red; it lived on the income 
from Ladies’ Home Journal, and 
Postmen received all the sneers 
of the profitable Journal’s em- 
ployes. 

For 10 years, 1897-1908, the 
Post limped along; its content of 
business success stories strangely 
contrasting with its own small 
circulation and advertising reve- 
nue. But in 1908 it hit 1,000,000 
circulation; 1913, 2,000,000; 1938, 
3,000,000; 1947, 4,000,000. In 1915 


one issue carried 100 pages, and 
229 columns of advertising; it | 
made publishing history, although | 
publishers today would find it 
commonplace. Last year, SEP 
took in $47,754,742 in advertising | 
revenue. 

The Post seemed to take itself 
lightly, as it reviewed its ascent | 
in the publishing heavens, some-| 
thing that many another company | 
has been unable to do. 

“Tt is,” said the Post, “a pore, 
that will cheer all those who ever 
rejected good advice.” 


Consider T. Timmons 
ye 


work 


informative but annoying. 
It reduces the work of research 
departments in agencies, since T. 
Timmons is practically a walking 
cross-section, complete with data 
about income, sex, mechanical re- 
frigeration. 

If a manufacturer wants to 
know the number of cigarets an 
average man smokes per day, he 
need only ask T. T. Do men like 
hand-painted ties? Don’t waste 
your money on research, ask Tim- 
mons. How much does the a.m. 
want to spend on a home freezer? 
Ask Timmons. 

Timmons’ head is the nation’s 
hatrack, his convex arches echo 
the foot woe of the millions; when 
the nation is shirtless, Timmons 
prowls the haberdasheries; the 
night of March 14, he sweats over 
Form 1040. 

Timmons has never shared the 
socially - conscious thought that 
the average man’s life is not what 
it could be; he is too busy living 
it. Timmons has been Homeless, 
he has been (and is) Pinched by 
the High Cost of Living, he tried 
to put on his suntans the other 
night and found he had put on 
weight. He hurries home to listen 
to the radio, and after dodging 
several stations laden with sym- 
phonies and worth-while sym- 
posiums he finds the mystery 
drama he wants. He always 
tells interviewers he likes radio 
programs but “not the plugs.” 

Alas, poor Timmons! His one 
worry is that he may slip out of 
the ordinary; where other men try 
desperately to rise above the 
average, Timmons is determined 
to preserve his status. To lose it 
would destroy his livelihood. Dur- 
ing the Flying Saucer craze, Tim- 
mons scanned the skies, stopping 
only to read newspapers which 
reported that more and more 
people had seen them. Timmons 


never did, but feels quite certain | 


that the average man never 
would have, and that his failure 
only proves his infallibility. 


Jottings 

It says here that taxi cab drivers 
in Houston like Equitable Society’s 
“This Is Your FBI” radio show 
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Advertising Age, August 11, 1947 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISIN¢ 
AcE, 100 E. Ohio St., Chicago 11, 
Til. 


No. 2843. Your Market Today 
and Tomorrow. 

Maps do the work in this book- 
let issued by the San Francisco 
Chronicle. They show counties, 
Bay Area, metropolitan area, ABC 
retail and trading zone and other 
market details, as well as daily 
and Sunday circulation of the 
newspaper. 


No. 2844. The Indianapolis Story 

The Indianapolis Star, in thi: 
booklet, describes its market with 
illustrations, graphs and maps, 
and reports on its circulation and 
advertising gains. A_ tipped-in 
newsprint page illustrates an ad- 
vertiser’s use of color. 


No. 2845. Grocery and Drug Route 
Lists. 

The Press-Telegram, Long 
Beach, Cal., has issued new route 
lists that are systematized to help 
salesmen make calls. The grocery 
list includes 369 independents and 
chains within the corporate limits 
and 363 stores in the trading zone. 
The drug list includes 102 Long 
Beach outlets and 79 stores in the 
trading area. 


No. 2846. Business Activity in 
the Critical Years 1939-1946. 
Dun’s Review has charted busi- 
ness activity, using as indexes in- 
dustrial production, income pay- 
ments, retail sales, wholesale 
prices, 30 industrial stock price 
averages and current liabilities of 
commercial failures. 


No. 2847. 
paper. 
The story of newspaper opera- 
tion, from news-gathering to door- 
step delivery, is told concisely and 
interestingly in this illustrated 
booklet, issued by the Times- 
Picayune and New Orleans States. 


No. 2821. Take a Look at Mil- 
waukee Business. 

The Milwaukee Journal has is- 
sued this folder, which shows, by 
means of graphs and text, the 
gains in population, employment, 
payrolls, annual family income, 
retail sales and other market in- 
dexes, 1939-1947. 


No. 2822. Samples of the New 
and Improved Kimfect and 
Truefect. 

These two sample books, issued 
by Kimberly - Clark Corporation, 
contain printed samples in black 
and white and in color, showing 
the effectiveness of various adver- 
tisers’ illustrations reproduced on 
K-C’s Kimfect and Truefect Level- 
coat papers. 


No. 2823. The Creation and Pro- 
duction of Advertising Dis- 
plays. 

McCandlish Lithograph Cor- 
poration pictures, in this book! 
the basic steps involved in th 
production of displays. Pictures 
and text are from the lithograph- 
er’s movie of the same title. 


News and Your News- 


‘ 
e 


St. Louis At Its Face 
Value. 

This is the 1947 edition of the 
St. Louis Globe - Democrat’s cos- 
metic survey, aimed at helping 
cosmetic manufacturers estimate 


because passengers often get in-|the market for their products in 


(for Time) Timmons has a/| terested in the program, stay in to| the St. Louis area and determine 


unique vocation: he is an Average | listen while the meter whirls mer- | changes in the movement of prod- 


Man. Timmons says he finds his 
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Brown Buys WORD 
in Unique Station 


SPARTANBURG, S. C.—Ownership 
and management of Station 


quired last week by Spartan 
Radiocasting Company, a new 
company headed by Walter J. 
Brown, formerly’ vice-president 
and general manager of WSPA, 
Spartanburg. 


Mr. Brown was at one time in| 
charge of WORD, when both it| 


and WSPA were owned by the 
Spartanburg Advertising Com- 
pany, of which he was vice-presi- 
dent. He put WORD on the air 
in 1940, but the stations were di- 
vorced under FCC’s duopoly rul- 
ing and WORD was sold in 1945 
to Smith Davis and Joseph Bryan, 
the latter first vice-president of 
Jefferson Standard Life Insurance 
Company. 

In July of this year, WSPA was 
sold to Liberty Life Insurance 


WORD, an ABC outlet, was ac-| 


Company, Greenville, S. C. 
Associated with Mr. Brown in 
WORD are James F. Byrnes, for- 


| mer Secretary of State, Phil Buch- 


Ownership Shuttle 


heit, publisher of the Spartanburg 
Herald and Journal, and D. S. 
Burnside, formerly WSPA’s sec- 
retary and treasurer. 

The purchase of WORD in- 
volved $85,000 plus about $25,000 
for FM equipment; the construc- 
tion permit for WORD-FM has 
been transferred by FCC to the 
new company. New members of 


|the staff will include John W. 
Kirkpatrick, formerly assistant 
manager of WSPA, as manager of 
WORD; Sterling Wright, formerly 
program director of WSPA, in a 
like capacity; and John Carring- 
ton, formerly WORD’s manager, 
commercial manager. 


Hughes Joins KGER 


James Hughes, who formerly 
operated his own radio agency in 
Long Beach, Cal., has joined the 
sales staff of Station KGER, Long 
Beach. 


Two Name Ad Fried 


Rhodes & Jamieson Ltd., Oak- 
land, Cal., earth-moving equip- 
ment, and Oakland Frame & Axle 
Company have appointed Ad Fried 
Advertising Agency, Oakland, to 
handle their advertising. 


Pharmaco Maps Shows 


Pharmaco, Inc., Newark, will 
sponsor “Adventures of Charlie 
Chan” over MBS Monday, 8:30 
p.m., starting in September. The 
program went on the air as a sus- 
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tainer Aug. 11. The company will 
replace its “Double or Nothing” 
show with “Jim Backus,” a situa- 
tion comedy, also starting in Sep- 
tember. Ruthrauff & Ryan is the 
agency. 


IMPSON-REILLY, LTD 
| Publishers Representatives © 
; SINCE 1928 


AN FRANCISCO LOS ANGELES 
GARFIELD BLDG, 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


‘The JOURNAL 


PORTLAND, 
OREGON 


a EVENING 
NEWSPAPER 
o. OwNTME. - 


PACIFIC COAST 


The Journal now 
offers advertisers 
the largest circula- 
tion in its history 
.- «both Daily and 
Sunday. 


You need The Journal to sell 


effectively in Oregon's only 
Major Market .. Metropolitan 
Portland and its Retail Trad- 
ing Zone. 


When you advertise 
in Portland 
de sure to specify... 


ne JOURNAL 


VENINGS and SUNDAY 


TLAND, OREGON 


lember Metropolitan an 


} 


making of paper. 


logistics.” 


than 1,000 miles of 
every day. 


paper is under our 


| AYBE you never guessed that 
| coal plays a big part in the 


To schedule all of the coal used 
daily, plus the many more cars of 
other necessary materials, so that 
they are there just when you need 
them, is a nice bit of “industrial 


While we don’t use that name at 
Oxford, it describes the careful 

lanning and complete control of 
all’ facilities that result in better 


This is made possible because 
every step in the process from the 
wood to the finished sheet of 


ASTOUNDING! CAN IT BE THAT OXFORD PAPER COMPANY IS 
SHORT TWO SHOVELFULS OF COAL OUT OF THE MANY CARLOADS 
NEEDED EACH DAY TO MAKE PAPER? 


have had 20 or 


rience here. 


quality paper 


control. 


Credit the foresight of building 
the mill at Rumford, Maine, with 
its nearby reserves of timber and 
plentiful water supply. Credit, 
too, the craftsmen, skilled by years 
at the art of making quality papers 
at Oxford —some 600 of whom 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


more years’ expe- 


And credit, also, the careful plan- 
ning that controls the complete 
facilities needed to maintain a 
constant output of many varieties 
of quality papers made to the 
highest standards. 

Try Oxford papers on your next 
job—and be sure of quality. Sold 


by good merchants coast to coast. 


35 Fast Wacker Drive. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 


WESTERN SALES OFFICE: 
Chicago 1, Ml. 


17, N.Y. 


DISTRIBUTORS 
in 48 Key Crttes 
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. WABD (Video) to , 44,062 in use in the New York $480 for 30 minutes; $360 for od be 15 minutes; $150 for 10 min- building, 366 Madison Ave., con- 
area, while the national total is|minutes; $320 for 15 minutes;| utes; $100 for 5 minutes; $50 for|centrating all Coronet and Esquire 

Go ‘Commercial:’ 58,751. About 3,000 bar sets are| $240 for 10 minutes; $160 for five|One minute; and $50 for station City, "The Boauine patiding ae 
“4 included in the New York figure.| minutes: $80 for one minute: and | PTe@ks. : ; E. South Water St., Chicago 

Hourly Rate $800 WABD figures the total New | $80 for station breaks. |, Phere is a 20% deduction when ‘ 


film only is tised on periods of houses the executive offices, circu- 
York audie i ly ae 5 lation, promotion and subscripti 
New York—Station WABD, key |. sUmence aS approximately| From 6-7 p.m.: $650 for 60 promotion and subscription 


: eels sa five minutes or more. In addition, | q t t d th : 

. he 500,000 for a top event on tele- minutes; $399 for 30 minutes; $292 ; »| Gepartments an € commercial 
station of the DuMont Television | vision, and it is broken down as: for 20 minutes; $260 for 15 min- ‘here is a charge of $75 for one-| calendar division. 

Network, will increase its hourly 


* : pense |/hour rehearsal time for a studio ———_—__—__ 
. ~ |6.2 viewers per home receiver, or | utes: $195 for 10 minutes; $130) 
saa a $500 to $600, effective about 240,000; and 100 viewers for 5 minutes; $65 for one minute, | show. WKMO Appoints 
ggg | per set in clubs, taverns, etc., or and $65 for station breaks. From WKMO, CBS affiliate in K 
With the announcement of rate : . ° : affiliate in Koko- 
increases, John McNeil, general | *PProximately 300,000. | 12 noon to 6 p.m., rates are: $500 Moves Editorial Dept. mo, Ind., has appointed Radio Ad- 


‘ | The new WABD rates are: from \for 60 minutes; $300 for 30 min- Esquire, Inc., has moved its edi-| vertising Company, New York, as 
egg al ps Prey pong Wer ge aed BO p.m., $800 for 60 minutes; | utes: $225 for 20 minutes; $200 | torial department to the Esquire| national representative. 
cially turned its back on the purely 
‘experimental’ era and _ stepped 
boldly into a new ‘commercial’ era 
where television advertising is 
expected to bring results com- 
mensurate with expenditures.” 
New rates are based on “daily | F 
examples of sales-producing re- 
sults during the past several 
months with far fewer sets in use 
than we will have during the com- 
ing months,” Mr. McNeil said, 
4udding that latest figures totaled 
by Radio Manufacturers Associa- 
tion on sets on the market show 


PREMIUM 
OR PRIZE 


Hallowell "Home and Hobby" 
Kits contain—within their com- 
pact handles — useful tools 
that will be used over and over 
again by your prospects and 
customers . . . in their home 
and office, on their farm or 
around their automobile . 


to make emergency repairs or 
build models. And they remind 
clients constantly of the serv- 
ices you perform or the prod- 
ucts you make. 


Tread-grip, hollow, red plastic 
handles . . . fit snugly in the 
palm of your hand... are 
durable and light in weight; 
tools are precision-made of 
high-grade steel; Kits can be 
imprinted with your name at a 


ciaieak dad Me : ‘ ae : ae ‘ A ee. agar ee, *) rs eek) yt age oe “ s i 7 
For more information about ’ s - a! ae e Lis Is Not Comp ete ‘ 
these good-will builders and gi tie: ee. es “Sap aeer FEST ee re es ages exces age ue oe 
handy reminders . . . write ' 

for descriptive literature and 

prices. 


Kits Pat's Pend. Over 44 Years in Business | 


STANDARD PRESSED STEEL CO. | 
JENKINTOWN, PA. Box GLB 
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Appoints Ted Black 


The American Hobby Show, 
“Hobbies on Parade,” to be held 
at the Chicago Coliseum Feb. 21- 
28, has appointed Ted Black Ad- 
vertising Agency, Reading, Pa., to 
direct its advertising and public 
relations. 


Macdonald Joins Galt 


Jim Macdonald, formerly with 
Hibbard & Baird, has joined the 
advertising art studios of Chas. P. 
Galt & Associates, San Francisco. 


Fall Copy to Team 
Chicken — Ocean 
Spray Cranberries 


Hanson, Mass.— The National 
Cranberry Association will launch 
the largest advertising campaign 
in its history Sept. 1 for Ocean 
Spray cranberry products. 
Twenty-three advertisements, 17 
in color, will appear in women’s 
magazines and newspaper sup- 


plements through Dec. 31. Color 
will be supplemented by black- 
and-white daily newspaper sched- 
ules in leading cities. 

The association is a cooperative 
of cranberry growers. During the 
past 12 months about 250 growers 
have joined the _ organization, 
which now numbers about 1,000 
cranberry growers in Massachu- 
setts, Mew Jersey, Wisconsin, 
Washington and Oregon. The as- 
sociation markets about 50% of 
the cranberry crop, or an expected 


15 


pack of 4,000,000 cases this year.|A total of 750,000 already has 

Copy will feature teaming of! been printed. 
cranberry sauce with chicken in| Magazines scheduled for the 
addition to the traditional turkey.| 1947 campaign are The American 

Plastic “chicken cutters” for| Weekly, Better Homes & Gardens, 
cutting cranberry sauce in chick Good Housekeeping, Ladies’ Home 
shapes will be offered in Sep- | Journal, Parents’, This Week 
tember ads for an Ocean Spray| Magazine and Woman’s Home 
label and 10 cents. Ad reprints | Companion. Harry M. Frost Com- 
will be used for top-of-counter | Pany, Boston, is the agency. 


cranberry displays. A four-color | 


recipe folder promoting chicken Neely Joins Duo-Therm 
and cranberry sauce as “party | Lawrence F. Neely, for six 
flavor-mates” will be distributed.| years territory manager in Dal- 


CACKLES 


BILLIONAIRE 


BIDDY 


Small chance for stoves to cool off on poultry farms where 
families are big—and appetites bigger. Preparation of meals 
is a continuing chore, which means a need for modern, 


efficient cooking equipment. Knowing this, smart advertisers 


woo the 2-billion dollar poultry industry. They use Poultry 


Tribune, favorite buying guide in half-a-million leading farm 


homes. Watt Publishing Co., Mount Morris, II. 
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Chicago: Peck & Billingslea 
New York: Billingslea & Ficke 
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| las for the National Cash Register 
| Company, has joined the Duo- 
| Therm division of Motor Wheel 
'Corporation, Lansing, Mich., as 
district manager for the southwest 
| territory. He succeeds E. M. 
Crary, recently appointed Duo- 
Therm assistant sales manager. 


| Clairol Appoints Cole 


Clairol, Inc., New York, hair 
products, has appointed Cole & 
Chason to handle advertising. The 
company has been conducting its 
own program direct since May, 
before which time it was handled 
by Roy S. Durstine. 


The Best Buy in 
\ Central lowa 


* 


RESPONSE-RATED 
LOCAL PROGRAMS 
BUILT AROUND 
BASIC CBS 
ASSURE A 
CONSISTENT 
HIGHLY-RESPONSIVE 
AUDIENCE 
FOR YOUR 
SALES MESSAGE 
IN IOWA'S 


/ TOP MARKET 
{7 500,000 
7/ Circulation 
A.B. C. 
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Esquire’ Ups —_ “ Keesely Resigns 
Esquire has promoted James E. 

Curtis from associate, advertising MBS Sales Post 

manager in charge of men’s ap-| _wi ‘. 

parel accounts to eastern adver-| NEw YorK oo amen fas 

tising manager of the publication. | ager of Mutual Broadcasting Sys- 

Mr. Curtis joined Esquire in 1937. |tem’s network program sales since 


eT gE 
use KFAB to sell the 


ENTIRE Omaha marke; 


And 90% of this BIG market, which is outside of Omaha, is 
made up of families that have an average cash income of 
$8,000.00 per year! Sell the ENTIRE Omaha market with one 
BIG station. Programmed and “powered” for your use. 


SEE YOUR FREE & PETERS MAN 
or write to HARRY BURKE 


B 
=) 


April, 1946, has resigned to re- 
turn to the advertising agency 
field. He will take an extended 
rest before announcing future 
plans. 

Although only 37, Mr. Keesely 
is a veteran of 19 years in radio— 
15 with N. W. Ayer & Son where 
he served successively as talent 
buyer, creative producer and ac- 
count executive, and three years 
with CBS. 

Among his accounts at Ayer 
were General Electric, Colgate, 
American Telephone & Telegraph 
and Ford Motor Company, and he 
handled such network programs 
as “Can You Top This?,” “Al 
Pearce & His Gang,” “Fred War- 
ing Time,” “Give & Take,” “The- 
ater of Romance” and “Crime 
Photographer.” 


Ingalls to Thalhimer’s 


Lois Ingalls has resigned as ad- 
vertising manager of The White 
House, San Francisco department 
store, to become sales manager of 
Thalhimer’s Department Store, 
Richmond, Va. 


-.. 
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| Federal Reserve Figures on Department Store Sales 
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oem 


| WASHINGTON—U. S. department! of the Philadelphia (third) dis- 


store sales for the week ending 
July 26 were up 4% over the cor- 
|responding week of 1946, accord- 
|ing to the latest reports of the 
| Federal Reserve Board. 

Both city and district gains and 
losses were modest, with unusu- 
ally small percentage changes from 
the previous year’s dollar volume. 
The outstanding exception is Salt 
Lake City, where weekly compari- 
sons with 1946 have been ex- 
tremely erratic recently. After a 
20% loss for the week ending July 
19, Salt Lake made a spectacular 
|52% gain for the latest week. 

Sales for the week ending July 
26 were 212 on the ind@éx based on 
sales volume during the period 
1935-39, down from the 217 of the 
previous week. 7 

Greatest district gain was that 


te 
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IN METROPOLITAN INDIANAPOLIS 


Ye ahi Ind. erger.more Clos (iltin 


You'll find important facts worth knowing 
about family buying ‘habits in this rapidly 
developing market. Comparative tables show 
rise and fall of product popularity during 
these two years of post-war selling. 

Has sections devoted to food products, soaps 


and cleansers, toiletries and cosmetics, bev- 


erages, tobaccos, and one that 


includes auto- 


mobiles, home equipment and foundation 


garments, 


It's another service of The Star—an 


authoritative Milwaukee Journal type 


guide for manufacturers, 
and agencies. 


Direct requests to The Advertising Department, 
The Star, or to Kelly-Smith Company, 
420 Lexington Avenue, N.Y. 


THE INDIANAPOLIS STAR 


INDIANA 


FIRST IN SINCE 


1936 


distributors 


IN TOTAL ADVERTISING LINAGE 


trict. Only district reporting a 
loss was the Richmond (fifth) 
region, with a 1% decrease. Cities 
registering losses were led by New 
Haven, Conn., and Nashville, both 
8% off on dollar volume of sales. 


‘DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to July 26, ’47*.p212 
Week to Juiy 19, °47*.217 
Week to July 27, °46* .204 
Week to July 20, °46*.201 
Month of May, ’47....291 


ppp RR 


*Not adjusted seasonally. 
pPreliminary. 


rRevised. 
**Data not available. 


Yr.-to-Yr. % Change 
For Week Ending 
July July July 

26 


Federal Reserve 


district and city 12 19 
UNITED STATES... 8 8 4 
Boston District.... 3% —1 6 
New Haven..... —9 —11 —S8 
ee Se 4 & 
Springfield ..... 9 20 12 
Providence ..... 8 4 —l1 
New York District. 11 ri4 3 
WOWOEER one ks 2 ve — r7 + 
EE. 5G a. sis ue 7 11 0 
| i <> a 13 r17 3 
} Rochester ...... 15 14 6 
| Syracuse ....... 14 —2 5 
Philadelphia Dist.. 10 3 9 
Philadelphia .... 10 —3 7 
| Cleveland District. 13 13 6 
| So Ae | 4 4 
Cincinnati ...... 12 26 —2 
Cleveland ..... «. 14 16 7 
COMMIOUS 4.4 160+% 0 4 11 
1 eo 11 12 4 
| = PCC vases 6 7 5 
| Richmond District.—4 r—3 —l1 
Washington ....—6 —l1 2 
MAtIMOTe. oi. 2s. —44 —s —2 
| Atlanta District... 3 1 6 
Birmingham 16 oe 9 
| Miami ......5.- 4 3 11 
PS ars ee 2 r6 17 
New Orleans ...—3 1 —2 
| a 3 —6 —8 
| Chicago District... 106 13 4 
eee 7 13 1 
Indianapolis .... 5 s 4 
a eee 18 16 1 
| Milwaukee ...... 4 6 —2 
St. Louis District... 12 11 7 
Little Rock ..... —3 —13 —6 
Louisville ...... 21 21 12 
ae 11 11 & 
oo eee s 8 7 
| Minneapolis Dist... * bi a 
| Minneapolis ° ” ° 
es NE a Wd. tie ao ° 9 od 
| Duluth-Superior. * ° ° 
| Kansas City Dist... & rs 3 
| SRE Gives oss 10 9 —1 
| Saree —4 —1 ~-4 
Kansas City .... 10 9 1 
St. SOGGOM 2.55: 3 2 11 
Oklahoma City..—1 2 1 
| <A 8 7 6 
| Dallas District.... 2 i 1 
| SPA 0 3 0 
Fort Worth ..... 7 14 6 
BROUStON 6 oak cess 3 0 1 
San Antonio .... 2 2 —1 
| San Francisco Dist. & 3 r3 
Los Angeles Area 5 3 0 
OBRIONG ceciccsc 14 6 —2 
San Francisco... 1 1 1 
iy A. ae 16 8 11 
| Salt Lake City.. 12 —20 52 
oo) eee 6 1 0 


Renews Forest Drive 

For the sixth consecutive year 
Foote, Cone & Belding, Los An- 
geles, has volunteered to serve as 
the Advertising Council’s volun- 
teer agency for the preparation of 
the 1948 Forest Fire Prevention 
campaign, prepared in coopera- 
| tion with the Forest Service of the 
Department of Agriculture. R. Z. 
| Eller, advertising manager of the 
|California Fruit Growers Ex- 
per is the council’s volunteer 
coordinator; Henry C. Wehde Jr. 
|is the council’s staff executive. 


Dunn Joins Esty 

| Tristram Dunn, formerly gen 
| eral advertising manager of Nor'- 
ham Warren and Peggy Sage, Inc.., 
|has joined William: Esty & C 
New York, as an account exec 
tive on the Vel account of C: 
| gate - Palmolive - Peet Compan 
Mr. Dunn was an account exect 
| tive with Young & Rubicam f 
| several years. 


Stuart Gets Promotion 

| United States Rubber Compan) 
|New York, has promoted Robert 
|D. Stuart from an assistant to the 
| advertising director, a post he has 
{held since joining the company 
last January, to sales promotion 
|manager of the general products 
| division. 
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Frey Delves Into 
Social Values in 
Advertising Text 


New YorK—The latest, and in 
many respects the most modern, 
text on advertising has just been 
published by Ronald Press Com- 
pany. Titled simply “Advertising,” 
it was written by Albert Wesley 
Frey, professor of marketing at 


ment, but on the whole it per- 
forms a useful or at least a neces- 
‘sary function in a dynamic, ma- 
| terialistic society. 


"Aiseuey’ Accepts Ads 
| Effective with the October is- 


cept advertising on its inside 
pages. The circulation guarantee 
of the magazine has been raised 
to 250,000, an increase of 25% 
over the former guarantee. 


Church to Join WIBC 


Ken Church has resigned as sta- 
| tion manager of Station WCKY, 


sue, Argosy, publisned by Popular Seagren to Buente 


Publications, New York, will ac-| 


George P. Buente, Inc., New 
York, has been appointed to direct 
the advertising of Seagren Prod- 
ucts, Inc., Brooklyn, manufacturer 
of jelly transfers, known as Deco- 
Strips, for use in decorating cakes. 


Balfour, 
land, Ore., 


Launches Beer Campaign 
oe & Co., 
has launched a news- 
Cincinnati, to join Station WIBC, Paper campaign for Tecate beer, 
| Indianapolis, effective Sept. 1 


35 West Coast newspapers. 
Bayard & Associates, 
handles the account. 


Port- 


17 


using 12 monthly 300-line ads in 


Jere 


Los Angeles, 


Chirag 10 


Mefen 


der 


IN EXCESS OF 200,000 
MEMBERSHIP 


i” 


Low imilline rate— 
lowest cost per inquiry in 
this highly responsive field 


Le esi? 


GEORGE 1. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


the Amos Tuck School, Dartmouth | 


College. 

In addition to being more nearly | | 
contemporary in tone and treat- | 
ment than most existing books on | 
advertising, as well as exception- | 
ally readable, the book is notable | 
principally for two things: 

1. Prof. Tuck, being interested | 
in marketing rather than merely | 
advertising, has produced a text | 
for college students which, while | 
primarily stressing advertising | 
techniques and methods, neverthe- | 
less includes a wealth of data on | 
non-advertising subjects. For ex- | 
ample, there are chapters on mer- | 
chandising—product and price, on 
packaging and branding, and on) 


} 

4 market measurement and deter-_ 

6 mination, as well as on advertis- | 

“ ing organization and techniques. | 
12 In addition, the “purely advertis- | 


3 » ing” discussions are approached | : 
4 > from the over-all marketing as- ' 
° pect, one explanation being that 
6 ' Prof. Tuck has aimed his book at 


students who may need a back- 


7 ground in advertising without 
: practicing it, as well as at those 
—2 ' who intend to work in advertis- 
11 & ing. 
; Not Black, Not White 
ss 2. The last four chapters of the 
=e book, “Advertising from the Social 
9 Viewpoint,” present a pro and con 
11 discussion of advertising’s status 
ye as a social good. In some 86 pages, 
—s Prof. Tuck analyzes the standing 
: of advertising from the _ social, 
4 moral and economic standpoints, 
Bl and in general does a more inter- 
7 » esting and more believeable job 
As + than have most others who have 
8 » attempted this task. While all of 
5 ) the professor’s conclusions will 
* not be acceptable to either adver- 
; tising men or those who disbe- 
3 lieve in advertising, the student is | 
= likely to emerge with the idea that | 
1 Prof. Tuck has presented a rea- | 
+ sonable case, and that, as he says, 5) - 5] 
6 advertising is neither all black 7 / 
nor all white. It has some faults | ° 
6 and plenty of room for improve- | 
1 
—1 
S | Spring fed waters, limpid, lazy; leafy banks, wind shielded, shaded; swimming trunks—never heard 
at gOINT-OF-saALE | hae lad | 
52 of the things; 'twas a whale of a spot, that old swimmin’ hole! Left your troubles and cares with 
0 
your clothes on the bank to find cooling refreshment for body and mind!... What's the deal for 
re year 
hogs harried production chiefs nowadays, when the mercury's up in the gay nineties, and blood pres- 
volun- 
ation of . . . " es | . . ' ' ° 
vention sures climb to an all time high? ... ‘There ain't no swimmin’ hole, that's for sure, as close crowding 
oopera- 
e of the anil : 
R. 2. schedules are clamorous, insistent. Fleet winged Time is fast and relentless, and final deadlines 
of the 
s Ex- 
s . n "last extensions’ glare only days—not weeks—ahead....If photo-engravings for your four 
; e . P 
tive. 
color process and crisp black and whites are your ‘bottleneck’ why not join the hundreds of 
ly gen y _— Figs 
of “ t- Rogers customers who have found that ‘Master Craftsmen of Photo-Engraving’ means ‘shipped as 
ge, Inc., 
& C 
eC promised’ as well as ‘Masterpieces in copper and zinc’? . . . It's cooling, refreshing for body and mind! 
of C 
ympan 
| exect 
ram f 
on ) 
y < , 
yo Master Craftsmen of Photo-é Pugraving 
it to the 
t he has guicaco snow, ADOLPH F BUECHELE ; . . ? President 
senor PRINTING CO. 
o 
sroduet: Bar ile fat cs Chicago 39 ‘ 
2001 CALUMET AVENUE Beat. £787 CHICAGO 16, ILLIMN OTS 
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MORE CUSTOMERS FOR YOU! 


Six Months Circulation 
for period ended March 31, 1947 


* 
EVENING 


£05,156 


SUNDAY CITY AND SUBURBAN 


1,001,393 


SUNDAY TOTAL 


1,242,266 
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In the three basic “‘good things” all ad- 
vertisers look for, the Journal - American 
is greater than ever before! 


GREATER CIRCULATION* 


Greater, in fact, than any other evening newspaper in New York’s 
history. Over 700,000 free-spending New York families read the 
Journal-American every evening . . . and they read it at home, when 
most relaxed and responsive to your sales story. 


GREATER LEADERSHIP 


The Journal-American family audience now exceeds that of the 
second and third New York evening newspapers combined . . . and 
its leadership over the second evening newspaper has increased 
more than 45,000 copies. 


GREATER INFLUENCE 


This steady and substantial growth in popularity demonstrates plainly 
that more and more people find what they want in the Journal- 
American; in its news articles, features . . . and in its advertising. 
Follow the irresistible swing to New York’s dominant evening news- 
paper and win greater sales influence in the world’s richest community. 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


PY npll fH Dt 
P ate g 7 aw 4 ue _ 
se at Be as me a > we ‘ 3 | | “i 

Hin wee a [% : 
im Ag ‘ 
TG q 
| &e | Ss bi 
| s) i 
= 2 r 
“ > Oo : 
2 || _— , 
y. »)\ . 
= : Wi = 
ny cy 4 NEW YORK a 
ournalssa¢eAmerican 
- My 

ES AN AMERICAN} PAPER {FOR GUI A WOT THE AE RICAN BEOELE if 


20 


Sive Promotes Sharp 
Jack C. Sharp Jr., head of radio 


Navy Names JWT > 


continuity, has been promoted to for 12-Month 


radio director of Leonard M. Sive 
& Associates, Cincinnati. 


Recruiting Aid 

WASHINGTON— As the Navy 
faced the job of recruiting a quar- 
ter of a million men during the 
next 12 months, recruiting offi- 
cers last week called in J. Walter 
| Thompson to guide their program. 

Thompson’s latest contract with 
the Navy follows earlier assign- 
ments with Naval Reserve recruit- 
ing and Marine Reserve recruit- 
ing. 

Officials indicated that the re- 
tention of Thoimnpson will not 
mean any modification of Navy’s 
determination to do the job with- 
out paid advertising. An intensive 


|pire during fiscal 1948. The 232,-| 


Goodrich Ups Miller 


/in the San Francisco district of 


Naval Reserve recruiting drive rf 
this spring, mapped largely under N : | G d A 
the supervision of the agency, a Udr ccoun 


yielded 300,000 additional recruits 


800,000, recruiting Goes {0 Gardner: 


Thompson will be asked to as- 
sist in preparing a program to re- 


enlist or replace 232,000 wen Ayer Keeps Army 


whose two-year enlistments ex-| 


css Me : WaASHINGTON—The War Depart- 
000 expirations compare with a| ment revealed today that the Na- 
total enlistment of 420,000 men in| tional Guard advertising account 
the Navy. /has been switched to Gardner Ad- 
vertising Company, St. Louis and 
|New York, following  presenta- 
Howard F. Miller, manager of| tions by seven competiting agen- 


petroleum company sales in Akron | cjes before a board of officers here 
for B. F. Goodrich Company, has | June 23. 
been appointed generé? supervisor | Decision to transfer the National 


the replacement tire sales division, Guard account to Gardner means 


When a woman shops 
and carefully compares 
the virtues of this 

pattern with that—of 
sterling with silverplate— 
she’s thinking not in terms 
of six knives, six forks 
and half a dozen spoons... 
because you see 


She has a picture 

in her mind 

of gracious hospitality 
brought into focus 

by the lovely settings 

she has seen 

pictured month by month 
in the pages of 

her favorite magazine. 


McCall's editors 
know how to implant 
these mental pictures 
that so compellingly 
influence the shopping 
expeditions of women 
in 3,600,000 homes. 


McCall's Magazine, Adv. Dept., 
444 Madison Ave., New York 22 


Advertising Age, August 11, 1947 
the loss to N. W. Ayer & Son, 


| Philadelphia, of an account in- 
| volving $850,000 of national radio 
|and magazine advertising. Ayer 
|retains the 

| Army account. 


$4,500,000 Regular 


new National Guard radio 
show was scheduled for introduc- 
tion on Mutual Aug. 14 under 
supervision of Gardner. The new 
show, a half hour beginning at 
9:30 p.m. (EDT) involves Martin 
Block, disc jockey, and Ray 
Block’s orchestra. 

Beginning with the program of 
Aug. 27, Gardner will take over 
supervision of the Paul Whiteman 
show, originally placed on ARC 
for the National Guard by Aye) 

Visual media plans for fiscai 
1948 include continued use of Lif; 
Look, The Saturday Evening Post, 
Collier’s, Nation’s Business, Ki- 
wanis, Rotarian, American Legion, 
Foreign Service and Air Force. 

Mark Martin will be account ex- 
ecutive for Gardner. The agency 
is also assigning Donald Thomp- 
son and Frank Hepler, both for- 
mer War Department public re- 
lations officers originally stationed 
on the account by Ayer. Gardner 
has added to the account Sidney 
Dervan, former War Department 
information officer and winner of 
the Civilian Meritorious Conduct 
Award. 


G-E Streamlines 
Appliance Sales 
Under Pritchard 


BRIDGEPORT, CONN. —General 
Electric Company’s appliance and 
merchandise department has 
streamlined its marketing organi- 


zation. Under the new setup, all 
| marketing activities will be coor- 
|dinated under a manager of mar- 
keting, C. R. Pritchard, whose for- 
_mer position as general sales man- 
|ager of the department has been 
| discontinued. 

Mr. Pritchard will be responsible 
not only for all direct sales ac- 
| tivities of the department, but 
also for consumer, market and 
distribution research, advertising 
and promotion, product planning 
and design, production schedules 
and product service. In addition, 
he will continue as a member of 
|the department’s advance engi- 
| neering committee. 

The department’s three former 
| sales divisions, covering major and 
| traffic appliances and construction 
'materials, have been consolidatd 
into two divisions covering ap- 
pliances and construction mate- 
rials. A. M. Sweeney, formerly 
manager of major appliance sales, 
becomes manager of all appliance 
sales, with responsibility for all 
appliance sales people and func- 
tions, the district organization, 
field contacts, and meetings and 
exhibits. C. W. Theleen, formerly 
manager of traffic appliance sales, 
will be assistant manager of ap- 
pliance sales and his responsibili- 
ties will include retail develop- 
ment, the Consumers Institute, the 
|Home Bureau and farm, depart- 
ment store and apartment house 
sales. 


JWT Shifts Three 


Evan Peters, manager of the 
Seattle office of J. Walter Thomp- 
son Company, has. been named 
Pacific Coast representative of 
JWT’s publicity-public relation: 
department, with headquarters |) 
San Francisco. Floyd Flint, ac- 
vertising service representative, 
has been appointed to succeed 
Mr. Peters. E. K. Grady, in the 
Los Angeles office, has rejoined 
the Seattle office as service rep- 
resentative. 


| 


Koskinen Joins Brandt 

Y. A. Koskinen, formerly ad- 
vertising manager of National Pe- 
troleum News and Petroleum 
Processing, has joined Richard T. 


Brandt, Inc., Cleveland agency, as 
account executive specializing in 


automotive accounts. 
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FIRST ONE DOWN 
GETS THE INQUIRER 
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a So PHILADELPHIA WIVES DEPEND ON 
_ ADVERTISING LEADERSHIP 
_ PROVES THAT PHILADELPHI 


THE INQUIRER TO PLAN BUYING! 


W omen like The Inquirer. They like it because they 
can depend upon it for a complete, impartial news 
presentation ... for features that help them plan 


lines their meals, raise their families, choose their clothes, 
8,203,093 lines — 

13,253,795 lines ae ' 

2nd Newspaper: 11,155,029 lines Inquirer is reflected in their loyalty. That's why 


run their clubs. And their friendliness for The 


The Inquirer has become the most productive 
newspaper in Philadelphia... out front in adver- 


tising linage! 


TELL IT IN THE MORNING...TELL IT IN 


Che Philadelphia Mnguirer 


Nationa Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
Member: AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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Presents the Most 
Responsive Audience of 
en Available Today... 
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More and more manu- 


facturers of men’s products are 
turning to the pages of SPORTS 
AFIELD because they have found 
that this unique magazine will 
bring volume sales from a quality 


audience at an incredibly low cost. 


*A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 

For instance, a recent survey shows that 

Spend-o-crats are 89% better prospects for 


cameras and photographic equipment. 
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Grocery Sales 
Increase 40%; 
Profits Higher 


New YorK—Retail sales of groc- 
ery products rose about 40% in 
the first half of 1947 from the 
same period of 1946, according to 
Paul Willis, president of Grocery 
Manufacturers of America. 

About three-fourths of the in- 
crease, he added, came from 
higher prices and one-fourth from 
larger tonnage. 

Profits in the last six months 
have been good, despite increased 
cost of materials and higher 
wages. Food industry wages, he 
explained, have risen about one- 
third since 1941. The govern- 
ment will support food prices at 
least until the end of 1948, and 
food exports—currently about 8,- 
000,000 tons a year—will continue 
to create “scarcity.” 

In 1939, when the national in- 
come was about $70 billion, the 
public paid about $14 billion for 
food at retail. In 1946, with na- 
tional income at $165 billion, food 
volume rose to $37 billion. Al- 
though these ratios were about the 
same in both years, Mr. Willis) 
pointed out, actually higher taxes | 
reduced the nation’s “spendable | 
income” in the latter year. 

“The trend toward nationally | 
advertised brands,” he empha-| 
sized, “is stronger than ever’—| 


due to the facts that better prod- | 


ucts are now available; that cer 
tain leading retail groups such as | 
Kroger Company, Cincinnati, and | 
the Super Market Institute, New | 
York, are turning increasingly to- 
ward these brands, and that the 
margin between costs of produc- 


| Mills’ 2.5%, 
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|tion and sale prices is at an all- 
|'time low for all producers, thus | 
_discouraging private brand con-| 


cerns from selling at lower prices. 
Net profits on sales for most} 


General Foods’ 5.5% to General | 
with 4% probably be- | 
ing about the average. 


LEADING ADVERTISERS 
REPORT MORE PROFITS 

New YorK — National Biscuit 
Company reports that its net 
earnings for the 12 months end- 
ing June 30 were $24,510,538, or 
almost double the figure for the 
preceding 12 months of $12,537,- 
222. Pillsbury Mills, Minneapolis, 
increased net income for the fiscal 
year ending May 31 to $4,634,277, 
from $2,283,951 the year before. 

In the six months ending June 
30, General Motors had net sales 
of $1,746,421,483, as against $492,- 


| 


260,800 in the strike-ridden first 
half of 1946, and turned a net loss 


of $19,804,090 into a net profit of 
$147,622,834. 

U. S. Steel increased net income 
from $24,138,541 in the first half 
of 1946 to $68,571,379 this year. 


grocery advertisers, he explained, | Du_ Pont’s net income in_ this | 
‘eurrently run somewhere between | Period climbed from $55,731,895 to | 


$61,619,650, and Standard Oil 
(New Jersey) estimates net earn- 


1946. 

RCA’s net income climbed in 
this period from $5,666,299 to $8,- 
825,912. RCA’s sales rose from 
about $101,000,000 to about $154,- 
000,000. 

Sylvania Electric Products 
trebled net income in the half, 
from $558,468 to $1,538,977, while 
its sales rose from $28,187,728 to 
$47,756,365. 


Appoints Geary V.P. 


Edward Powell Geary has been 
named vice-president and general 
sales manager of Atlas Steels Ltd., 
Welland, Ont. 


‘New Book Gives 


Tips on Selling 
Food Equipment 


Mapison, Wis.— Among book 


| lovers, those who sell commercial 
cooking equipment probably will 


‘ings at $140,000,000 as against | agree by the year’s end that the 
$88,000,000 in the first half of | best book of 1947 was “How You 


'Can Sell More Commercial Elec- 
| tric Cooking Equipment.” 

| The 64-page, $2.50 volume is 
published by Electrical Informa- 
tion Publications here, publisher 
of Food Service News. Co-authors 
are D. W. Grosshandler, assistant 
sales manager of Hotpoint, Inc., 
Chicago, and W. H. Merrifield, in 
charge of commercial advertising, 
West Penn Power Company, Pitts- 
burgh. 

The study was prepared as an 
aid for salesmen of electric com- 
mercial cooking equipment. Not 
a primary sales training guide, it 
provides a wide range of special- 
'ized information on all types of 
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cooking equipment—how each ap- 
pliance functions, the benefits of 
each, etc.—and on “selling with a 
layout,” proper wiring of restau- 
rants and the like. 


Plastic Cleaner Bows 


American Products Company 
Riedsville, N. C., is currently pro- 
moting a new restorer of plastic 
surfaces, called Swagger, to the 
trade with ads in Women’s Wear 
Daily. Consumer advertising wi|! 
begin early in October with copy 
in The American Weekly, Tiiis 


| Week Magazine and the Metro. 


politan Group. Justin Funk- 
houser, Advertising, New York 
and Baltimore, handles the ac- 
count. 


Meilink Names Doner 


Meilink Steel Safe Company, 
Toledo, has placed its advertising 
with W. B. Doner & Co., Detroit. 
A magazine and trade publication 
campaign is planned, with em- 
phasis on local newspaper tie-in 
and other sales promotion. 
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Advertising Age, August 11, 1947 


Washington State 
Moves Up Ad Copy 
for ‘48 Fruit Crop 


YAKIMA, WASH. — Because 
peaches, Bartlett pears and prunes 
eyown ,in Washington are matur- 
ing two weeks early this year, the 
Washington State Fruit Commis- 
sion has voted to undertake im- 
mediate radio and newspaper ad- 
vertising in 10 western and mid- 
western states to help move the 
crop for home canning. 

The $25,000 budget is being al- 
located on the basis of $15,000 for 
Bartlett pears, $8,000 for peaches 
and $2,000 for prunes. Consumer 
advertising of pears will run in 
Washington, Oregon, Idaho, Mon- 
tana, the Dakotas, Nebraska, Iowa, 
Minnesota, Wisconsin and north- 
ern Michigan. Advertising of 
peaches will extend east into Min- 
nesota. 

The campaign will be in four 


phases, warning of the approach 
of an early canning season, an- 
nouncing arrival of canning fruit, 
urging immediate purchase for 
home canning, and finally cau- 
tioning that the season is drawing 
to a close. 

Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 


Treffeisen Advanced 


Gustave Treffeisen has been 
named sales manager of the Ale- 
mite distribution division of Ste- 
wart-Warner Corporation, Chi- 
cago, succeeding Charles I. Kraus, 
who becomes Alemite distributor 
in Minneapolis. Mr. Treffeisen 
was previously assistant to Mr. 
Kraus. 


Grigoleit to Kane 


Kane Advertising, Bloomington, 
Ill., has been appointed to handle 
all product advertising of Grigo- 
leit Company, Decatur, IIl., maker 
of molded plastics. Trade pub- 
lications will be used. 


tralization needs, the revised in- | 


25 


WAA Revises List ventory of surplus wartime plants 

i asic i mation din 
of P lants N Ow aa ar’ Ga person a 
Available: 723 


| tation and general characteristics. 
WASHINGTON—S even hundred | 


Electromode Maps Drive 


and twenty-three government- | lect te C # . 
owned, surplus industrial facili- | ectromode Corporation, Nho- 
ties, that are useful for peace- | Chester, N. Y., through Hutchins 


3 
time purposes, are listed in the | Advertising Company, Rochester, 


, a | will launch a fall and winter cam- 
revised up-to-date booklet, “Plant | ,aign in Better Homes & Gardens, 


Finder,” now being distributed | Good Housekeeping, House Beau- 
by War Assets Administration. | tiful, Life, Parents’ Magazine and 
Most of these properties are | Small Homes Guide. Electromode 
readily available for purchase or) industrial unit heaters for fac- 
lease (credit terms may be ar-| tories, stores and offices are being 
ranged), says WAA, and a lange | prommes’ ago ceers pape and 
4 : egy . | Fortune. Sales promotion aids are 
number ae sued, for immediate ‘being given to dealers, plus euta 
: wa ortable heaters 
also lists a number of properties | ee tect 


: purposes. 
now leased but which may be) 


purchased subject to lease pro-| Appoint s Lou don Agency 


visions. : : 
Designed primarily to meet the), Superior Mfg. Company, Fitch- 
urg, Mass., maker of plastic 


DOUGs Cf LNETINES ORE Men- | | ated bells eed meulsied Guede 
agement executives seeking space | : S, 
and facilities for new enterprises, | has appointed Henry A. Loudon, 


‘ | Advertising, Boston and New 
or to meet expansion or decen- | York, to handle its account. 


Only 


Gardens separates the better homes for you: 


The reason is screening: 


Better Homes & Gardens editorial content— 100% serv- 


ice articles on homemaking — screens out everybody 


NLY the gold counts — and 
panning separates it. 


and if your product goes 
into homes, Better Homes & 


the customers count — 


They read BH&G only because their big interest is 
home. We take them no fiction, no side lines, no 
distractions from the happy business of living well. 
Just know-how, news and ideas. 


who isn't interested in better living in a better home. 


That screens in over 3,000,000 husbands and wives 
whose great interest in life is their home: 


They're eager for any idea, any product that will 


make their home more comfortable, more pleasant, 
easier to work in, easier to keep up. And their 
eagerness is an on-the-spot one — they’re no hazy 


future customers, because they’re in the active busi- 


ness of running a home right now, and they're 


buying right now. 


Their incomes are high — among the highest for 


all big magazines. They pour billions every year 


erators to sofa cushions, cars to curtain rods. 


They spend more on their homes and everything 
that goes into them than even their neighbors in 
the same block. 


Can you think of any other magazine that separates | 
out for you over 3,000,000 husbands and wives in | 
typical suburban-type homes who are spending 
generous incomes every year to maintain the highest 
standard of living in the world? 


into everything from safety pins to roofing, mill- 
work to ham, hardware to gingerbread mix, refrig- 


fresh facts on SERVICE THAT SELLS | 


Biggest increase in advertising linage for 
1946 among all big magazines went to 
BH&G — proof that over 3,000,000 home- 
centered families with billions to spend is too 
big a market for any big advertiser to miss. 


Beller Homes «Gardens 


Ainttaitss Fist Stratee Mpaeine | 


Circulation Over 3,000,000 


Akron s 


BABY INDUSTRIES 


May Become 


TOMORROW'S GIANTS 


Akron is still the birthplace 
of many a new enterprise. 
Time doesn't dim ideas or 
opportunities. There are 
many examples of how the 
ideas of one man or a few 
men have started what are 
now thriving businesses. 


Last year Jack Gordon was 
a project engineer with Fire- 
stone Tire & Rubber Co. The 
more he saw of the Firestone 
plastic, Velon, the more he 
thought of the opportunity 
for a fabricator of this ma- 
terial. After being assured 
he could get Velon, Gordon 
resigned and started the 
Plastic Film Products Corp. 
last June. Two months later 
he was joined by D. W. Bar- 
cour, a Navy veteran. 


Starting from scratch, their 
sales volume climbed to a 
rate of more than $100,- 
000.00 and is still going up. 
Plastic Film's 15 products 
range from shower curtains 
and table cloths to rain 
capes, aprons and vegetable 
bags. 


Small new plants like Plastic 
Film Products are making 
Akron a healthier, more di- 
versified Market and a richer 
retail trading area. 


JOHN S. KNIGHT 
PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 


1947 wD a 
ap- Se ‘a 
Ss of aie 
th a } _ 
tau- M J 
| i 
any, be 
oy — mh, 
= Sees | | NO. 3 is 
in a Swi, “ 
Vear ae 
will (e | os 
COpy y y | 
This i~\ [ KS 
‘tro- a! } 
10k. - | 
York 7 
ac- | 
— | Oh ' i 
any, | v /\\ a 
isin Ay | ae 
role “y 7 
ition c& 4 | " 
em- we 
ie-in | Na 
| | 
| 
| 
| 
| 
| 
| : 
™, | : 
= = 
eee | | 
: ae 
os a | a: 
ate ; 
“s a : 
—*t ee ee q 
| Pe 7 
oh rs | 
. =e bas . 
‘“ ee 7 
at 5 aE . 
‘.. ; ol 5 AKRO a | . 
=: _ BEACON © i 
. é 4 ies € ; : es Ps 
- 3 : 5 i P . - e =" t f 
=  JOURNA . 
2 E Be _ | —_ ; | 
= Sr - 7 CV Mallat Thine ” S - \ 
a aS ee PY | 
poe ae 
SEN ee a 
or a EN, nS 
: ne 
: 


More than 2,000,000 people 
came into these Stores for 
“‘Dad’s Favorite Selections” 

—from the Pages of The 
Saturday Evening Post. 
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OVER ONE 
MILLION 
LINES OF 
EWSPAPER 
ADVERTISING 


-+- plus more than 300 local radio 
spot campaigns...gave local sup- 
port to Post-advertised products. 


Se, has ays Fe . , pats te ate eR ETING SL Singita ‘ “we 
pO a i i ae a ag af get ee Zi Fon St s ae . x 
: ig - : ee ee ha ee ‘, ~ c | : 
nih . : 3 # 7 525 35 . 
5 a : eo a> ¥ ; aes y Ee 4 SS Fu - a a 
, ie | ie Se i ia | Sheer =f 
_ ta. ee fa al Mig 
. & —_— t-4 So ae . Bess aa 
; “4 neh pi: Bo ¢ a x oe % } a 
I —- (ee ek BB ¢ na 
. a Saree! ‘——aee 4 “ : > ‘ up ete A 
3 4 i 4 i an eee re Vie , : f : _ 7 : i: 3 
Mae ES : ® oe a x ; a a if ie * a Ais = 
: a Ei i i ie nf ew rig. a F Et. 
ery a . od ia ea | = a= Sie} | : ei e 
tS ! es Chg : * : : : eave, peat), 847 om % a ’ : ack 
= $ 5 ae So ae * i ‘a a ees - ioe * ; or g } . Be 
h = : x ‘ j : aa if if rae gs aileag Se et gts i ee be 3 i Pi an —_ Bt as S| i ; 7 » é a o, ae ke 
s amore ee ee hing a” ‘as a a Yee ' en, 
4 a a be ee i pp ae a 2 Se) Ge | oe 
4 Be aes) ae ‘ ae », 2 ‘ — ss 0l0lmlUlml—™”™ ; es 
2 Bee ee cere i z os gd +e ® “oer “fe Y, i i if Ee .7 =a 
— 2 a Ae $ ‘ Sy ee NN) a f : f i # pe 
Pa : s R @ # # : Fy : : a —s | mL # ’ ; 
a 4 af > af 3 jase! + * € = cote 8 ee ae q — 
bE = . By N - ‘ OP So A ee ; aes ; 
wan © B: nd : ioe oo Fe . eae ie 7 ® ee 
E = ° F ei. : 4 ) & :; eee q a 
ey, ; : eee as Cee ee ‘ ° ‘ ce s ' ¢% 
Ae * : Qa) tis te i eee Noe we de er TR em - ow 
ba . : : a 29 oes ch Soe i s. J ee 5 bis ee i ? eer a Ie . 
i : 4 as ee da rie ih : : ge tee ae al ee, {So ee = 
‘n , Pe. te tole eta ee Boa a 3g = i : ps oe Q 2 an i sina Ee 4 ual Sieg oe os es ‘ 7 ~ ? a ] a 2) eh 3 
a Bin, See : a FL ieee ts Pate Mad, ane fap ae dh RR ETE es : a) ao —_ OA, 
| 4 , aR "a i 2 Wa a a ‘ es Te ae “Me 7 : 
(2 a ee SSeS aa0° CU a 
ie ee : -—_ a ee aay ee d r ° a\: ~S ee: oR at — \. fae spas 
y : ee ae" ee eo . ee es + i ees seen es as iy wi ‘ ; t e. _ Oe a i 
iy | on eee Ae oy a a PF . ae & a 3 3 aw 
¥ M, 4 Sehoaees 1 a oer ee : sae EE : es ya r oer re i ce ¥ ; ea he : 
» _— os 2 He ag cma ee j Sreauy reg ~—_ i. - ae 
a a meen a asl ‘ See eae ee ee i & mis 
“ ‘ort a ai Me occe s 3 sh ae an ae Se , 
ee Sh ee at a8 m ; eG a a ey a  & - to 
: get a ee i Wikis ts i : Poe oe ae i a eer! Mie ke me ; 
ate a ae a ai te ee ge Pe De : ae ot i oe 
i ‘ eat Liane ei ie ; oa Ee se a elie ee Peer, et a aw 
RARE ® % : e ei a ae ps i ‘i Bec: eee. ae me es i : te som ph 7 wi ’ I a | 
’ , : . eo tat aie ‘ : hs ek ae Gh ee wes her ame oa Fae, ‘ : ee + ' 
H a E £ ine me se MM oS Ba wee * a tie i ti : ay : 7 ‘ ; 
| | “aap oe ,.. Ee ee ee a : pees 
baa a ee : i ne 7 “my, ee, Sad i bs i = \ 
ae Sy Gy ayaa Me q i Ss dik A 4 as 
: ; ied ae sesh = e oS ve oe. 5 a ie * f, ) ae ee ‘ 5 \Y i UG Be 
i ett ; ‘ea ee - es x. ‘eae, 31 ¥ , 
: 3 ss ie: hs hi we = 2. i =m r 
+ : oii ‘ F We 4 ; rey oo i +4 init 
Ng ay a ' a ay x ie Be Win ‘ve ™ ’ 
Oe ear ee - sty = sy ila eas - Se § & ae i= eee y rene _— 
2 # p & Si. sane a eee eee ae he a ft i f- Seer ‘ere . * E 
- oa ES a ua * eae sa elie é \ ae n ath “4 
~ ee ee ag ba = ? : as, | Se re, \ . aun 
ae : - Sie reat : RET sat Fe z i ' a , i \ q j 
4 5 Z Ms se oe = . a ba? ; eid ae | a 
. ee ee baa ney a é "ang “ig ao : 
xe, : a adie. ¥ er) ee 
ay i ee tp 3 b og 4 
See : . : i | 
ig ’ — i : van 
5 i 3 wi : Ss eo . a i 4 se 
Freee . = es ie f 7 
id ea SS ae pe for fiam is 
aaneag ee. oe i re ii 2 ™ 
7 y 2 a e ie | i 7 
», a Senedd y ae fe aia . : 
; a . ’ Le er fs Oe 
of 2 ee i ~ ' 4 - . , 7 ‘ . 
e i j a ei 4 ee eee se : F 
if ' _- i | Sone ee 
i | a wee “4h Bes 
| i : the 7: ; 
' - | 4 re ibe ne ie 
: ; j E a ia. 
nter and elevato j i Pr | \ 
dow, floor, cou : i . ; FE es : 
i j Win ° , reat Post : 3 ee *y : , ecm me =, 
i featured this 9 = De ee i) ss 
Mai} displays = ae Le | 
5 a n e : . fe era —F i Bee 
' ra i; RET ah Vee | 143 ce =e 
! AUN tery Le OD 
i | ! “ «eg 4 a re y : F ae * 
| { erties ig ‘it ; ear ° 
ryt A \\N 7 | : vf) ) ee 
j } ] i a Ss \ oH = a 3 PEs — 
i { Ps : ie ee aa \ \ \ —- ca it : a 
HH —_ Seeeee \\\\\\\\\Ne iy £4 
| ; 4 \ A %, ¥ 2 ey oa + " tn \ ‘ ’ \ 4 , ; ba 4 j & ‘i 
ie dee ~; 4 f ae aa ee ee VS ANAAAS \ a. ? 7 2 
; : ei Ba A +4 : q ; ie OPS ; + . 4 b > 4 5, r 9 a a e” ye 
i i i Maar ie Pia se .\ ANS \2 \ eee . 
oP me HUA OB 13 an \\ AAA me A\\.Y om ~~ 
i ae Up a Anas i\ .. ae as s, eee ak 
au od Lg Wi Fie .\ \Q iter . " ise 
ij ee Via i Satie B45. \\ > ~ oe 7 Ce! mR ae . . 
; P. oo 3 ¥ i; ; 7 ; , xd q o F ’ : \ \ | . : \ = Xx é . v md ia ‘ oad I : + i . 5 : 5 : 
' re ee : - @ \ . a | 2 ee * eh ret 1s $ ,  @ fee 
' 7 \ L, ee f Bs es .% qj H = 5 5 7 : \ ' 4 . aN ne aN ae uy “] e if. a i ea : “3 2 
ee -*% 3 i = ‘ : a : \ } | 4 Mee i 4 y %, ne if ae veel a ; ner ce el baa Ja ae | 
“ty = mei. 4h Sead 2 \ AK \ - On Oat ae — a 
- . i $5 4 . 7 a a eee 
wa 2 “3 .* ; — q 4 ‘ : ‘ 
aa i ; } ae a “whe ‘ @ Bs ‘\ ai’ - 7 : “4 4 . 
~ ao ici \\ oi ae | a 4 . “iia 3 . 
) . 4 Bat ; 4 ’ ss SAY i, 
i } ' } \ ’ : Xs 
y } ' \ | + \ . \ a ioe S 4 
\ ih} \ 4 \a\ 3 ae > . a. ; 
| j t i } } \ \ \ \ ic } d a ™ a x \ ’ 3 ) 
a : ; \ \ \ ; ~ Sia " ae ‘ ‘ % y 
; te \\ | \ : a pe. oo . 
} \ \ ; a , . . 
j \ \ ' ’ \ i ‘ ia ~ ; 
" } : R \ ‘ | ‘ _ 
H\ i mM \ | 
' \ a \ . 4} \ : 
’ i - ,\ \\ 
al WAY BBE AQ A a 
| , \ . \ 4 =f } it} * 
| ; \ " \ ‘ ae : % ; 
\ | \ \\ \\\ \ — \ \\ Li mater wh, ‘ : 
i‘ \ Sate \\ \ Ai 
e J m2 : ; aay << 
Fe a = oe cy . : 7 7 : 4 j ; * 
k be ; 
: 4 Sar is 
tis ; =f Le - : Fe . 
ew sa : 2 , 


x Eee 


‘ 


The pictures and com- 


ments on these pages rep- 


ae 2 eee en 


resent less than 4% of the 
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participating stores in this 
aa 
* . , 
a terrific retail promotion. & “Sai —¥ Sl 


“The Father’s Day campaign was the most 
effective promotion we have ever tied up with 
from the standpoint of departmental traffic.” 


The Hecht Company — Washington, D. C. 


SN rr ie or oe ee ee 


Mh eastern casterscattretterrattrrcaterretirscattrrea tir: 


| ahead 


“The Saturday Evening Post’s Father’s Day “The booklets were a big factor in increasing 
Promotion was directly responsible for one of the store traffic. We hope to have the privilege of 
largest Father’s Day businesses in our history.” sponsoring this promotion next year.” 


Emry’s—Spokane, Washington Henry C. Lytton & Company—Chicago, Ill. 


oa) 
“ ,, 
me ‘‘We were impressed with all the customers who __‘‘ We wish to congratulate you on your fine pro- 
a told us they had seen our name in the Post. Our motion. It made this Father’s Day the largest 
_ sales were 23% ahead of last year.” we have experienced in our history.” 
- t 


1 ihe: 


Hickman’s For Men—Fort Collins, Colorado Charles M. Floyd Company— Manchester, N. H. 
) 


——_ 


NDREDS OF PICTURES AND COMMENTS LIKE THESE 


“Our buyer considers this promotion the next 
best thing to Christmas. Please put us down for 


next year.” 


Ball Stores— Muncie, Indiana 


“One of the most successful promotions we ever 
had, due largely to the way you helped us put 
across the idea through displays and advertising.” 


Gimbel Brothers—Philadelphia, Pa. 


‘‘Qur customers definitely went for the booklet 
‘Dad’s Favorite Selections.’ It brought a lot o 
additional traffic into our men’s department.” 


Younkers—Des Moines, lowe 
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“The response to this promotion was terrific! “Our hook-up with the Post has been one of the ““The traffic created by the Post’s ‘Dad’s Favor- 


xt y 
‘or Results were most gratifying in terms of display, most profitable we have ever had. Customers ite Selections’ helped to bring about our largest : 
advertising, customer acceptance and sales.” asked for the booklets long betore Father’s Day.” Father’s Day selling in history.” F 
na Barnes-Woodin Company — Yakima, Wash. Block and Kuhl Company —Peoria, Illinois Magee’s—Lincoln, Nebraska Bt 
He 
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, Re i 
aoe 
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ver “The most potent publicity of its kind we have “The Saturday Evening Post Father’s Day Pro- “Your promotion produced the largest volume 
put been privileged to use. Dad’s Day dollar volume motion this year the best ever. Splendid com- of Father’s Day business in our history. Your 
s. was up 46° —store traffic was terrific.” ments. Customers very appreciative.” fine cooperation is greatly appreciated.” 

Pa. The B. R. Baker Company—Toledo, Ohio The Brown-Dunkin Dry Goods Co.— Tulsa, Okla. Edward C. Minas Company —Hammond, Ind. 


‘*The Post promotion was very successful. It was ‘*Father’s Day promotion this year 
an effective means of centering buying interest our most successful. We stressed 
, in men’s departments and helped stimulate sales.”’ Post-advertised brands in all of our 
owe Burdine’s— Miami, Florida promotions.’’ Moore’s—San Fran- 

cisco, Oakland, Berkeley 
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© AND THIS GREAT POST PROMOTION SUPPORTE 
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The great names listed on these pages have learned the 
value of Post advertising support. For Post advertising 
is local advertising. And in every community Post 
families set the buying habits. 


names and leadership are one and the same. 


Examine this list and you'll see that Post-advertised ‘ 
Ve 


MEN'S CLOTHING AND 
ACCESSORIES 


Admiration Pocketchief 

Aintree Underwear 

Akom Pep Shirts and Locker Shirts 

Albert Richard Sportswear 

Allen-A Underwear, Hosiery & 
Sportswear 

Alligator Rainwear 

Andover Clothes 

Arlington-loomed Fabrics 

Arrow Ties, Shirts & Handkerchiefs 

Avondale Fabrics 

Ayrstar All-Weather Coats 

Bantamac Sports Jackets 

Beau Brummell Ties 

Boston Braces and Belts 

Botany Brand “500” Suits & 
Overcoats 

Botany Brand Woolens 

Botany Robes 

Botany Ties 

Brentwood Sports Shirts & Sweater 
Coats 

Burmil Fabrics 

Byrd Cloth 

Byrd Cloth Raincoats 

Dan River Fabrics 

Du-Ons Underwear 

Esquire Socks 

Essley Shirts, Sportswear, Pajamas 

E & W Quadriga Cloth 

Falcon Sportswear 

Foster Sportswear 

Gem-Dandy Accessories 

Gold Crest Robes 

Goodall Fabrics 

Hart Schaffner & Marx Men’s 
Clothing 

Haspel Seersucker & Cord Suits 

Hickok Men's Accessories 

Highland Sweaters 

Holeproof Men’s Socks 

Imperial Wear 

Interwoven Socks 

Jantzen Sport Clothes 

Jayson Shirts, Pajamas & Sportswear 

Jockey Underwear 

Jones Quality Haps & Health 
Underwear 

Kuppenheimer Men’s Clothing 

Luskoat Rainwear 

Lustberg, Nast Coats—Jackets 

Mac Dees Healthknit Underwear 

Manhattan Shirts & Ties 

Marlboro Shirts 

McGregor Sports Shirts 

McGregor Sportswear 

McKean Signet Belts 

Middishade Blue Suits 

Mohawk Shirts 

Monarch Jackets and Coats 

Munsingwear Underwear 

National Hand Painted Ties 

Norfolk Coat & Poncho Jackets 

Northcool Tropical Suits 

Otis Underwear 

Pacific Worsted Woolens 

Palm Beach Suits 

Paris Belts, Garters, Suspenders 


Pioneer Belts and Suspenders 
Priestley’s Summer Suits 

Rainfair Rain Topcoats 

Reis Furnishings 

Reis Underwear 

Rissman Windbreaker Jackets 
Robert Bruce Sweaters 

Rough Rider Slacks & Cords 
Royal London Braces and Belts 
Seven Seas Slacks 

Simon Sweaters 

Skinner’s Tackle Twill 

Slumber Sox 

Smoothie Ties 

Society Brand Clothes 

Sparton Broadcloth Shirts 
Springweave Suits 

Sugar & Spice Ties 

Sunfrost Suits 

Sweet-Orr Work Clothes 

Texas Belts and Billfolds 

Tru Val Shirts, Pajamas & Sportswear 
Wilson Brothers Men’s Furnishings 
Woolmaster Sports Shirts & Jackets 


HATS 


Adam Hats 
Champ Hats 
Knox Hats 
Lee Hats 
Mallory Hats 
Portis Hats 


SHOES 

Air-O-Magic Shoes 
American Gentleman Shoes 
Bootmaker Shoes 

Bostonian Shoes 

City Club Shoes 

Doctor Shoes 

Educator Shoes 

Florsheim Shoes 

Freeman Shoes 
Holland-Racine Shoes 

Hood Men’s Rubber Footwear 
Jarman Shoes 

John C. Roberts Shoes 
Mason Shoes 

Nu-Matic Shoes 

Nunn-Bush Shoes 

Rand Shoes 

Roblee Shoes 

Stetson Shoes 

Stone-Tarlow Elevator Shoes 
Taylor-Made Shoes 

“U. S.”" Keds 

Weyenberg Massagic Shoes 
Winthrop Shoes 


LEATHER GOODS AND LUGGAGE 
Amfile Secretary 

Belber Luggage & Trunks 
Billmaster Billfold 

Buxton Wallets 

Halliburton Luggage 

Hickok Wallets 

Inner Sanctum Wallets 

King Size Billfolds 

Kleber Luggage 

Meeker Billfolds 

Pioneer Wallets 

Robinson Reminders and Billfolds 


Rolf’s Billfolds 

Rugby Cigarette Case & ‘‘Foto-Hold” 
Rugged Luggage 

Samsonite Streamlite Luggage 
Swank Wallets 

“Tommy Traveler’’ Leatherwear 
Val-A-Pak Luggage 

Wilson Wallets 


SHAVING MATERIALS—TOILET 
GOODS PREPARATIONS 


Ace Hard Rubber Combs 
Ajax Hard Rubber Combs 
“At Ease”’ After Shave Lotion 
Barbasol Shaving Cream 
Beau Brummell Toiletries 
Campana Balm 

Christy Razor 

Collman “58” Electric Shaver 
Consolidated Razor Blades 
Doctor's Razor Blades 

Du Pont Combs 


' Durham Dorset Razor 


Early American Old Spice After 
Shave Lotion 

Enders Speed Shaver 

Excellency Shaving Requisites 

Fitch’s Ideal Hair Tonic 

Fitch’s Shaving Cream 

Fleet’s Chap Stick 

Gem Razors and Blades 

Gillette Blue Blades 

Ingram Shaving Cream 

Jeris Hair Tonic 

Jewelite Brushes & Sets 

Kant-Rust Razor Blades 

Kreml Hair Tonic 

Lifebuoy Shaving Cream 

Lilac Vegetal Toiletries 

Listerine for the Hair 

Listerine Shaving Cream 

Lucky Tiger Hair Tonic 

Lypsyl Lip Pomade 

Man of Manhattan Toiletries 

Marlin Blades 

Mennen Shaving Cream 

Mennen Skin Bracer 

Modglin Plastic Combs 

Monogram Men’s Toiletries 

Old Spice & Friendship Gardens 
Toiletries 

Orloff Bergamot Grooming Aids 

Owens Hair Brushes 

Packard Electric Shaver 

Pal Hollow Ground Razor Blades 

Palmolive Brushless Shave 

Personna Precision Blades 

Pro-phy-lac-tic Plastic Combs 

Remington Electric Shaver 

Roger & Gallet Lip Pomade 

Schick Electric Shavers & Shave Rest 

Schick Injector Razor & Blades 

Seaforth Toiletries 

Sealskin Cream 

Skol Lotion 

Sportsmen Toiletries 

Spruce Toiletries 

Stahly Live-Blade Razor 

Sunbeam Shavemaster 

Swagger Refreshants 

Tawn Toiletries 

Twenty Grand Razor Blades 

Twinplex Blade Stropper 

Valet Auto Strop Razor 

Vaseline Hair Tonic 

Vitalis 

Weyer’s Sur-Lay Hair Dressing 

Wildroot Cream Oil 

Williams Glider Shaving Cream 

Williams Lectric Shave 


SMOKERS’ ARTICLES 


Berkeley Windproof Lighter 
Biltmore Imported Briar Pipes 
Blackstone Cigars 

Briggs Pipe Tobacco 

Bryson Pipes 

Camel Cigarettes 


Chesterfield Cigarettes 

Cinco Cigars 

Country Doctor Pipe Tobacco 

Crosby Square Pipe Tobacco 

Daniel Webster Pipe Tobacco 

De-Nicotea Cigarette Holder 

Dr. Grabow Pipes 

Dryco Flints for Lighters 

Duralite Lighter 

Emperor Pipes 

Evans Lighters 

Fire Fly Cigar Lighter 

Forecaster Superb Pipes 

Frank Medico Cigarette & Cigar 
Holders 

Frank Medico Pipes & Filters 

Gale-Lite Lighter 

Galter Giant Table Lighter 

Garcia Y Vega Havana Cigar 

Gray Lighter 

Grenade-Lite Novel Lighters 

Hesson Guard Pipes 

Hollycourt Pipes 

Humatic Tobacco Pouch 

John Surrey’s Imported Tobacco 

John Surrey’s Pipes 

John Surrey’s Pipe Tobacco 

Kaywoodie Pipes 

Kirsten Cigarette Holder 

Kirsten Pipes 

Kool Cigarettes 

Lord Oxford Lighter 

Lucky Strike Cigarettes 

Mastercraft Pipes 

Milano Cigar and Cigarette Holder 

Monterey Pipes 

Nimrod Pipe Lighter 

Old Gold Cigarettes 

Park Lighter 

Parker Service Lighter 

Philip Morris Cigarettes 

Prince Albert Tobacco 

Regent Cigarettes 

Revelation and Bond Street 
Pipe Tobaccos 

Rogers Air-tite Tobacco Pouch and 
Smokers’ Gifts 

Ronson Lighters & Accessories 

Royal Demuth Pipes 

Royal Duke Pipes 

Royalton Crown Pipes 

Rugby Cigarette Case 

Sharpo Automatic Lighter 

Sir Walter Raleigh Tobacco 

Smokemaster & Sterling Hail Pipes 

Sportsman Pipes 

Stern Cigarette Holders, Pipes & 
Filters 

Storm-King Lighter 

Van Roy Pipes 

Viceroy Cigarettes 

Walnut Pipe Tobacco 

Weber Imported Briar Pipes 

Yellow-Bole Pipes 

Zippo Windproof Lighter 

CANDY 

Whitman's Chocolates 
(Father’s Day Package) 

SPORTING GOODS 


Acushnet Golf Balls 
Arbogast Fishing Bait 
Bag Boy Golf Cart 
Balanced Golf Bags 


Bay-Path Utility Knife for Sportsmen 


L. L. Bean Fishing & Camping 
Specialties 

Bond Flashlights 

Bright Star Flashlights 


Brunswick Mineralite Bowling Balls 


& Equipment 
Camillus Pocket Knife 
Eveready Flashlights 
Gladding Fishing Lines 
Glo-Hooks Luminous Fish Hook; 
Golfers Knurlon 
Hoppe’s Gun Cleaner 
Hurd Rod & Reel 
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Y”POST-ADVERTISEDPRODOGT WITHIN THE STORES 


Junior-Pro Miniature Golf Sets 

Louisville Power-Bilt Golf Clubs 

Monarch Bicycles 

Montague Fishing Rods and Reels 

Newton's Airline 

Nydar Gunsight 

Ocean City Reels and Kits 

Pearson Archery Equipment 

Roadmaster Bicycles 

Rollfast Bicycles 

Shakespeare Wonderod 

Spalding Golf Balls 

Spalding Sporting Goods 

Sportsman's Pliers & Fisherman's 
Pinchers 

Stay-A-Float Life Preserver 

Tinee Light Flashlight 

Usalite Flashlight 

U. S. Royal Golf Balls 

Wagner Golf Cart 

Western Ammunition 

Whizzer Bike Motors 

Wilson Golf Equipment 

Wilson Strata-Bow Rackets and Balls 

Winchester Flashlights 

Worthington Golf Balls 


BATHING SUITS 


Catalina Swim Trunks and Suits 
Gantner Wikies 

Jantzen Swim Suits 

Robert Bruce Swim Trunks 


GAMES 


Autobridge Bridge Teacher 

Babe Ruth Baseball Game 

Bicycle Playing Cards 

Congress Playing Cards 

Henry Upjohn Cribbage Board 

Hensy Toys 

Invincible Playing Cards 

Lucky Strike Home Bowling Game 
Milton Bradley Toys, Games, Novelties 
Pro Baseball Game 


WATCHES AND JEWELRY 


Anson Jewelry 

Boulevard Watches 

Bretton Watch Bands 

Bulova Watches 

Cardinal Diamond Rings 

Columbia Diamond Rings 

Crawford Watches 

Croton Watches 

De Beers Diamonds 

Doxa Watches 

Elgin Watches 

Flameglo Expansion Watch Bands 

Gotham Watches 

Gothic Jarproof Watches 

Grana Watches 

Gruen Watches 

G-S Flexo Watch Crystal 

Guild of America Diamond Cutters 
Diamonds 

Hamilton Watches 

Hampden Watches 

Harvel Watches 

Helbros Watches 

Hickok Jewelry 


Ingraham Sentinel Clocks and Watches 


J. B. Watch Bands 
Kelbert Watches 

Kelbert Chronographs 
Kingston Watches 
Kreisler Jewelry 
Krementz Jewelry 
Longines Watches 
Lonville Watches 
Manleigh Men's Jewelry 
Manne Initial Rings for Men 
Marvin Swiss Watches 

Mido Multifort Superautomatic 
Miracle Diamond Rings 
Multi-Facet Diamond Rings 
New Haven Watches 
Nu-Lok Men’s Jewelry 
Parker Watches 


Pencil Tie Holder & Jewelry for hen 


Pierce Watches 

Rensie Watches 

Ribaux Watches 

Seeland Watches 

Snake Chain Men’s Jewelry 
Speidel Men’s Watch Bands 
Spiffy Collar “Stay-Down” 

Swank Jewelry 

Tissot Watches 

Twentier’s Custom Jewelry 

Universal Geneve Watches 

Waltham Watches 


PENS AND PENCILS, etc. 


Alexander Automatic Pencil 

Autopoint Pencils 

Carter's Stylewriter 

Conklin Pens 

Eagle Pencils and Pens 

Eberhard Faber Ball-Point Pen 

Esterbrook Fountain Pens 

Eversharp Pens & Pencils 

Ink-O-Graph Pens 

Jet Flow Pens 

Katz Stationery 

Listo Pencils & Leads 

Majestic Pens 

Mongol Pencils 

Moore Fingertip Pens 

Nation-Wide Ball Point Pens 

Parker “51"’ Pens 

Puritan Stationery 

Ritepoint Pencils 

Robinson Pen & Ink Stand 

Scripto Pencils 

Sheaffer Stratowriter & Reservoir 
Desk Sets 

Sky-Rite Air Mail Stationery 

Stratford Pens 

Ticonderoga Pencils 

Universal Fountain Pens 

Venus Pens & Pencils 

Waterman’s Pens & Pencils 

Wearever Fountain Pens, Pen & 
Pencil Sets 


TYPEWRITERS 


Electromatic Typewriter 
Remington Rand Typewriters 
Royal Portable Typewriters 
Royal Typewriters 
Smith-Corona Typewriters 
Underwood Typewriters 


RADIOS, PHONOGRAPHS AND 
MUSICAL INSTRUMENTS 


Admiral Portable Radio 
Aeropoint Phonograph Needles 
Arvin Radios and Phonographs 


if On Father's Day 
and every day 


Bagshaw’s Phonograph Needles 

Bendix Radios & Radio-Phonographs 

Bowers Radio 

Capehart and Farnsworth Radio- 
Phonographs 

Clarion Radio-Phonographs 

Columbia Records 

Crosley Radio-Phonograph 

Decca Records 

ECA Radios & Radio-Phonographs 

Emerson Radios 

Garod Radios 

G-E Radios & Radio-Phonographs 

Howard Radio-Phonographs 

Lear Radios & Radio-Phonographs 

Lester Betsy Ross Spinet 

Magnavox Radio-Phonographs 

Mail-A-Voice Recorder 

Meck Radios 

Meritone Phonograph Needles 

Motorola Portable Radios 

Motorola Radio-Phonographs 

Olympic Radios 

Pfanstiehl Phonograph Needles 

Philco Radio-Phonographs 

RCA Radio-Phonographs 

Recoton Phonograph Needles 

Sentinel Radios & Phonographs 

Sparton Radio-Phonographs 

Stewart-Warner Radios & Radio- 
Phonographs 

Story & Clark Pianos 

Stromberg-Carlson Radio- 
Phonographs 

Sylvania Lock-In Radio Tubes 

Trav-ler Electric Phonograph 

Westinghouse Radio-Phonographs 

Winter Pianos 

Wurlitzer Musical Instruments 

Wurlitzer Spinette Pianos 

Zenith Radio-Phonograph 


CAMERAS AND SUPPLIES 


Amfile Albums 

Ansco Films & Cameras 

Argoflex Cameras & Optical 
Instruments 

Argus 21 with Markfinder 

Castle Films Home Movies 

Cook’s Photo Binders 

Falcon Miniature Cameras 

Filmo Movie Cameras, Films & 
Projectors 

G-E Exposure Meter 

Gevaert Films 

Graflex Cameras 

Kalart Cameras 

Kodak Films & Cameras 

Mercury Il Cameras 

Official Film Home Movies 


Revere Cameras & Projectors 

Skan Exposure Meter 

Victor ““60"’ Sound Motion Picture 
Projector 

Western Movie Supply Color Slides 

Weston Exposure Meter 


OPTICAL GOODS 


American Optical Polaroid Sun 
Glasses & Optical Goods 

Asurine, Certifex, Asorb-O-Ray Sun 
Glasses 

Better Vision Institute Optical Goods 

Columbia Sun Glasses 

Foster Grant Sun Glasses 

Polaroid Corp. Sun Glasses 

Pur-O-Ray Sun Glasses 

Shuron Glasses 

Soft-Lite Lenses 

Solarex Sun Glasses 

Univis Lenses 

Willsonite Sun Glasses 


BOOKS AND PERIODICALS 


Automotive News 

Book-of-the Month Club 

Cartoonimator Animated Cartoon 
Book 

Clarkson Books 

Fur-Fish-Game 

Hearne Official Maps 

Kalmbach Trains Magazine 

Literary Guild of America Book Clubs 

Nation’s House Bldg. House Designs 

“Norman Rockwell, Illustrator” 

One Dollar Book Club 

Philately—Stamp Magazine 

Pocket Books 

Scripps-Howard Newspapers 

Smithsonian Institution Series 

Spoms Afield Magazine 

Straight-Line Golf Instructions 

Swedenborg Foundation Book 

Webster’s Dictionary 

Wise Publications 


MISCELLANEOUS 


Empire Tie & Trouser Presser 
Rowan Trouser Presser, Sock Dryer & 
Sweater Dryer 
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Pages 
1947 1946 
Fueloil a: ee Mit 71 
Geyer’s Topics ........:%. sv 80 
a ee 21 15 
Hardware Age (bi-w).... §{)2817 $759 
| Hide and Leather and 

rae $103 91 
Hosiery & Underwear 

REE 6 ea 125 113 
I ie eee kbs Scie 82 76 
Jewelers’ Circular- 

err rrr ror 278 294 
Knit Goods Weekly....... 94 95 
Lingerie Merchandising. . 89 102 
Liquor Store & Dispenser. 38 52 

Meat Merchandising ..... 7% 65 
Mill res rer 204 198 
a ee 158 138 
te Se ee 141 118 
Motor Service ........... 175 160 
National Bottlers’ Gazette. 1238 126 
National Furniture Review 117 66 
NJ (National Jeweler) 

a Vee 261 330 
Office Appliances 

og gf ) A rs 156 144 
Photographic Trade News. 7 99 
Plumbing & Heating 

SS Pe 63 47 
Plumbing & Heating Jour- 

Mal (6 5/6X10) ......... 63 47 
Poultry Supply Dealer. *$7 *47 
Radio & Television Retail- 

My Rartacsauaweanencsss 70 97 
Sheet Metal Worker...... 7 61 
Southern Automotive 

SOUNOE. scaava ses esse lil 103 
Southern Hardware ...... 76 71 
Sporting Goods Dealer. *150 175 
Eee FU. Ys castes nines ss.% 87 44 
Super Market Merchandis- 

. See eee 100 93 
Syndicate Store Merchan- 

diser (44%2x65%) ........ 101 119 

ME, Sakae nesiitehiases 6,254 5,883 

Class Group 
Advertising Age (w) 

on Ui ae 1179 222 
American Funeral Director 76 70 
American Hairdresser 45 73 
American Restaurant 92 79 
Banking (7x10;%;) 47 54 
Chain Store Age— 

Fountain aetenrant 

SRI 00-55%. cds éfoca on 29 24 
Cleaning and Laundry 

, , RRR ee 25 36 
Dental Survey ........... 124 136 
Hospital Management .... 75 77 
Hotel Management ...... $123 $120 
Hotel Monthly ........... $1 *41 
Hotel World-Review (w) 

CPUMBOD | ine Gsscusecends *+39 *40 
Industrial Marketing .... 102 92 
Journal of the American 

Medical Association *258 *256 
ee” ee rarre *98 92 
Medical Economics 

COUMOURD Ss ecsccesensss 95 109 
Modern Beauty Shop..... 77 91 
Modern Medicine (semi- 

mo) (4%x6%) ........- 120 130 
Modern Theatre ......... 30 27 
Nation’s Schools ......... 41 53 
Oral Hygiene (4,5;x7;5)... 123 122 
Restaurant Management. . 738 66 
School Executive— 

School Equipment News. 27 82 
What's New in Home 

eee 11 12 

oo Ee eS Cee eee 1,950 2,054 

Export Group 
American Automobile 

(Overseas edition) ..... 74 64 
American Exporter (two 

ND © Sohaddc teases 8 492 440 
Automovil Americano .... 95 83 
Caminos y Calles......... 28 28 
Farmaceutico .........+.. 71 71 
Hacienda (two editions) .. 131 112 
IE tage oa sake abu. 21 18 
Ingenieria Internacional 

COMSEFUOGION cccccccccse 71 71 
Ingenieria Internacional 

aaa 122 118 
Petroleo Interamericano. . 73 61 
Revista Aerea Latino- 

EEE. ce ciuone ccs *21 *25 
Revista Rotaria .......... 8 13 
Spanish Oral Hygiene 

COPED vac cascccscces 52 52 
| Textile Panamericanos ... 58 47 

OE See SeackPeeeasaes 1,317 1,208 

“Includes classified advertising. 

§Includes special issue. 

SEstimated. 

|Last issue estimated. 

tLast two issues estimated. 

‘Last three issues estimated. 

“Three issues, 

tFive issues. 

{Figure for Oil Weekly. As of July, 
1947, Oil Weekly became World Oil. 

®As of July 7, 1947, Aviation and 

Aviation News were incorporated into 
Aviation Week 


| 
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Gets Hanley Account JULY BUSINESS PAPER ADVERTISING VOLUME 
James Hanley Company, Provi- ‘These ligures, compiled by Industrial Marketing, must not ne ones or reproduced 
dence, has moved its advertising without written permission. Unless otherwise noted, all publications are monthlies 
ah and have standard 7x10-inch type page. 
account from Brisacher, Van Nor- a ee 
den & Staff to Hixson-O’Donnell a oo ; Page: 
sot : { strial Grou 1947 1946 | 
Advertising, New York. News- ane tee ~—— 7 gel rh pee yo a 
papers, spot radio, posters and| Air Transport ........... *37 oe nl), 2 tyre eae 133 137 
j ins . j ee ee 124 9 | Electrica onstruction 
ane ctena't beg ae sav — Gay : J awie ced 139 105 | Maintenance ........... 119 104 
an or aniey S EXtra! american Machinist Electrical South ......... 58 42 
Pale lager beer and ale. se a Sle *2545 *480 | Electrical West .......... 71 62 
Architectural Forum ..... 106 152 | Electrical World (w)..... \240 217 
e pt Architectural Record ..... 130 128 | peccerentes Se a "191 *212 
Automotive & Aviation In ingineering ining 
Set Newspaper Week dustries (semi-mo) ..... 189 252 e Journal ene bs . re =" 121 114 
“ — . . Aviation Week (w)...... "139 | Engineering News-Record J 
The Newspaper as a Public Aviation Maintenance ... 50 46| (WwW) ...... he teseecceeees $359 325 
Servant” will be the theme of the| Bakers’ Helper (bi-w).... 155 138 Excavating Engineer gee 32 
1947 observance of National News-| Bedding ............. ot 76 67 | tactory Management & é 
2 is») Sere 27 29 Maintenance ........... 232 285 
paper Week, Oct. 1-8, reports Tom | prewers’ Digest 42 31| Fire Engineering ........ #1 $83 
B. Greene Jr., Tennessee Press| Brick & Clay Record . aw “as — tee sete eeeeeeees $4 on 
Associati ané " Bus Transportation sone Ste 13 ‘ood Industries .......... 50 7 
NNW gc oe ing The slo oo Butane-Propane News 96 at ee foretan Kies” ~ 54 
: - re SS 2 Serer “477 . ‘ood Processin review... 37 a. 
adopted by the committee is “Your | Ceramic Industry ........ “70 *56 —e a sdeledveeyeedoure = = 
— 4 Chemical & Engineerin ee eer ee 5 
ca age Serves Freedom by News (w) — ahi . 115 100 | Gas Age (bi-w) Serer .s 73 74 
re So Chemical Engineering .... *271 285] Heating, Piping and Air a = 
Chemical Industries ...... *102 *109 Conditioning a secreceecs 136 135 
° Chemical Processing nag = b ao nes 7 = 
. 4.3... Meee 98 4136 | Ice eam Review........ 07 7 
No. | Publication Ps chnnny - cna * ve ATE Sra lead 40 38 | industrial & Engineering 
’ I a eer ee 133 187 Chemistry (two editions) 144 153 
ina No. { Market pay Bg = 4 Commercial Car Journal... 201 191 | Industrial Finishing 
~|Pimae, [| Construction Minsad™ “tae “Tas [undustey “owe ae aie 
; onstruction Methods .... 3: stry & Power........ 7 
W O O D anon Constructor ..........-... $103 $108 | Iron Age (W) .......+05: *Itos1 = -*590 
Contractors & Engineers Machine Design a ae 187 219 
Monthly (9%x14) ...... 58 54| Machine Tool Blue Book a : 
PRO : ) | j cS ; i) Dairy Record (w)........ if1o00 105 (AYQXOY) ce eeceeeeeeeee 273 293 
Diesel Progress (8%x11).. 52 57 Machinery Ree ee rere 275 336 
Distribution Age ......... 66 87 Manufacturers Record pie 36 $154 
. Marine Engineering & 
Shipping Review ....... 106 145 
Mass Transportation ..... 44 28 
Materials & Methods...... 143 187 
Mechanical Engineering .. 94 108 
Mechanization ........... *86 *779 
Metal Finishing ......... 82 62 
Metal Progress .......... 121 157 
*K TD eee 109 97 
Milk Plant Monthly....... *48 *44 
ee me Te SRR 244 246 
Mining & Metallurgy..... 27 25 
Modern Machine Shop 
(44x64) See PRGA ats 0% SD 295 314 
Modern Packaging ....... *137 131 
Modern Plastics ......... *148 *150 
National ‘Butter and 
Cheese Journal ........ 59 63 
National Petroleum News 
CUPP coc eece tov eesseseece "120 "118 
National Provisioner (w). 135 130 
National Safety News..... 6: 73 
Oil & Gas Journal (w)... *$|497 *$489 
Organic Finishing ........ 13 14 
Packaging Parade (9%x12) 551 538 
Paper Industry & Paper 
J PES SET eee Cr ere 80 93 
Paper Mill News (w).... *$118 *$110 
Paper Trade Journal (w). *7t190 *176 
Petroleum Engineer ..... $281 $303 
Petroleum Kefiner ....... 157 174 
ee Oe GBT IT i ck csicscesss *$175 *$166 
eR errr 216 214 
Power Plant Engineering. 115 116 
Practical Builder 
fe co ) eee 38 32 
oo” eee 56 54 
Product Engineering ..... *S259 *302 
| Production Engineering 
| and Management ...... 80 101 
| Products Finishing 
Sts (HREMORD Gakic eesacees 88 65 
Progressive Architecture. . 83 79 
PUPCHASING 2 ccc cecrcccses 231 254 
Quick Frozen Foods and 
| the Locker Plant....... 86 77 
Railway Age (W)........ 7257 213 
| Railway Engineering and 
| Maintenance .......... 57 64 
| Railway Mechanical Engi- 
| cite hs tod 6N O48 8s 114 128 
| Railway Purchases & 
| og” eee cas ¢ta4 144 115 
WESTERN MICHIGAN | Railway Signaling ....... 2s 28 
Roads & Streets......... 74 sl 
Rack PYOUUGS .6...60..05. *91 "78 
| Sewage Works Engineer- 
BES a's eK SNCS TEM ASOGR ECS $37 22 
| OS ere re era ee 540 40 | 
= Southern Power & 
a | Industry ....cccceccoess x0 95 
SR OD) wi avasesewadess *)409 $550 
| Supervision. ........++.e4. 11 17 
' | Telephone Engineer ...... 58 43 
No matter how hard you pull and sweat and strive—no | Telephony (w) .. is * 196 
> ‘ Ri Ss | Textile Industries ....... 140 "141 
matter how much you wish to do a good radio job in Textile World ....-...--. 192208 
. I op Gatad 65% 68 6 + 2 
Grand Rapids, Kalamazoo and Western Michigan, from Tool & Die Journal a a 
¢) 4 ) ee oe eee ai 23 i 
the “outside’—well, it just can’t be done. Not that the Tool Engineer ........... 82 85 
: . ° , Traffic World (w)........ 110 105 
mere distance is too great, but simply because Western Water & Sewage Works..  §133 49 
‘ R . P - aS oa Water Works Engineering 
Michigan has a “fading” condition which thwarts even the Nepean $97 55 
l 2 ° wea —— wong aaa — “113 110 | 
res sutside sti ons. Jestern Canner anc 
7 . ee seicicn err ree $46 $46 
Western Construction 
1 eA ee eee P 103 101 
» > ichig: eve as , > : ~ ati — | Wood Worker ...... eaued *75 7} 
Western Michigan, however, has two great CBS stations pee Ha » sell a 
i + ‘ -alama:; ‘ iF re apids—whic (AMEE. ac cvavev des 132 “10% 
WKZO at Kalamazoo and WJEF at Grand Rapids—which ME, Ses ee 
can give you POP coverage (morning, afternoon or night) World Petroleum ........ $136 $148 
in this big and important area. A glance at the latest Fotal ........ 16,353 16,578 
Hooper Report will convince you that these two stations Trade Group 
. $8608 . rie Air Conditioning & Re 
offer you the greatest possibilities available. Write for a frimeration News (w) 
, (114¢x16) er 76 t65 
copy now, or ask Avery-Knodel, Ine. ionetietn  Aeiinan a 94 
: : American Druggist : 122 148 
American Lumberman & 
Ernest Riedel of the Pendleton Canoe Club paddled a canoe one mile in Building Products Met 
chandising bi-w) 117 104 
Boot & Shoe Recorder 
(semi-mo) + 180 150 
Building Supply News 118 95 
Chain Store Age 
Administration Edition 
«| Combination 39 33 
— Druggist Edition 76 6 
a General Merchandise 
] Variety Store Edition. 97 119 
Grocery Edition mae 160 168 
| | Department Store Econ 
4 omist ° ‘ P 66 99 
‘ = | Domestic Engineering : 158 137 
at | rt wt r | Electric: * _ ’ 58 52 
. Electrica erchandising 
& 80TH BY (9x12 172 137 
B OWNED AND OPERATES wer Electrical Wholesaling 90 73 
Farm Equipment Retailing 70 43 
ROADCASTING Farm Implement News 
bi-w ‘ §|°228 $155 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES | pountain Service 0 24 


‘Published bi-monthly in 1946. 

*Not including Petroleum Processing, 
now published separately. 

*With January, 1947, issue, 
Textile Industries 

7Based on 4}8x7y% 
Standard 7x10 inch 
ary, 1947. 
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Returns to Shulton 


Irma Ericsson has resumed her| 
manager of | 


post as advertising 
Shulton, Inc., New York, after an 
extended leave of absence. Lee| 
Russell, formerly with J. Walter 
Thompson Company’s radio de- 
partment and_ previously 
Cosmopolitan 
publicity director. 


Johnson's Wax Names 2 


Charles E. Darwent, formerly 
an assistant advertising 
of Armour & Co., Chicago, has 
been appointed assistant advertis- 
ing manager of S. C. Johnson & 
Son, Racine, Wis. Joseph A. 
Deimling, formerly promotion dis- 


play manager of W. T. Grant, New | 


York, has been named assistant 
sales promotion manager of house- 
hold products. 


Advertising Age, August 11, 1947 


Business Papers 
Show 0.6% Gain 
for July Issues 


CHIGAGO—With export and trade 
publications registering 9.5% and 
6.3% gains, July issues of business 
papers showed a 0.6% advance in 
advertising volume, compared 
with a year ago, according to the 
Industrial Marketing compilation 

In all, 216 publications report- 
ing carried a total of 25,874 pages 
of advertising for July, compared 
with 25,718 pages in July, 1946. 
For the first seven months of ’47, 
these same publications ran 186,- 
542 pages, 1% less than the 188,- 
372 pages for the corresponding 
°46 period. 

Losses were shown by the 128 
industrial publications, with July 
volume at 16,353 pages, 1.4% less 
than a year ago, when the total 
was 16,578; and a seven-month 
total of 116,508 pages, off 5% from 
the comparable °46 period, with 
122,567. 

Fifty trade publications re- 
ported July volume of 6,254 pages, 
up 6.3% over 5,883 pages for July, 


1946. For the seven months, the 
total was 44,775 pages, a 9.9% 
gain over the 40,760 pages for 


1946. 

In the class group, 24 papers 
carried a total of 1,950 pages in 
July, compared with 2,054 pages, 
a 5.1% loss. During the seven- 
month period, this group carried 
16,114 pages, .9% less than the 
16,258 pages for the comparable 
°46 period. 

Fourteen export publications 
ran 1,317 pages of advertising in 
July, 9.5% more than the 1,203 
pages a year ago. For the seven 
months, the total volume is 9,145 
pages, 4.1% more than the 8,787 
pages last year. 


Plans Electricity Drive 


The Electric Association, Chi- 
cago, will launch a $60,000 adver- 
tising campaign and a public con- 
test in which electric appliances, 
with a total value of $10,000, will 
be awarded as prizes to stimulate 
sales of electric appliances and 
electrical supplies this fall in Chi- 
cago and suburbs. The first ad- 
vertising will be released in Oc- 
tober. Metropolitan and com- 
munity newspaper space, outdoor 
posters, car cards, spot radio and 
television announcements will be 
included in the schedule. J. R. 
Pershall Company, Chicago, is the 
agency. 


16 Dept. Stores Sponsor 
‘American Girl’ Show 


Sixteen department stores 
throughout the country will spon- 
sor American Girl's _back-to- 
school edition of “Fashions for 
the American Girl,” sub-teen and 
teen-age fashion show being pre- 
sented in honor of the 35th anni- 
versary of the Girl Scouts. Amer- 
ican Girl is a monthly magazine 
published by the Girl Scouts. 

The fashion show, which made 
its first appearance in March, fea- 
tures merchandise from the fash- 
ion pages of the publication, and 
is presented locally by the de- 
partment store in cooperation with 
the local Girl Scout councils. 


with | 
, has been appointed | 


manager | 


Appoints Hyman 

R. G. Hyman, financial adviso 
'and tax consultant to advertisin 
agencies in the Bay Area fo 
many years, has been appointe: 
|}an account executive of War 
Macdonald & Stagg, San Fra 
cisco agency. Mr. Hyman wil 
continue to handle his own ac 
| counts. 


‘Launches Cheese Drive 
Shefford Ingersoll cream cheese, 


la product of the Ingersoll Cheese 
Company, Ingersoll, Ont., sub- 
sidiary of Standard Brands Ltd., 
Montreal, is being promoted in 
|} daily newspapers, radio and car 


cards in Ontario and Quebec. The 
campaign will continue until De- 
cember. MacLaren Advertising 
| Company, Toronto, is the agency. 
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thrive on it! Kasco is really tops.” | remainder of the year will cor, | Forei n War V | 
| Dealer aids also include counter|centrate on Kimbell’s Smacks, | g ots Set 
| 


|and price cards. chocolate-covered coconut bar.| Date for Ad Campaign 
| Bert S. Gittins, Milwaukee, is| Radio, newspaper, outdoor and The $1,000,000 Veterans of For-| 
the agency for the processor, point-of-purchase advertising will eign Wars’ 


POInT-OF-PURCNRSE 
ADVERTISING 7 Diop lay 


p “ Americanism drive, | 
Kasco Mills, Inc., of Toledo and —— now being readied by R. J. Bae napiant 
- Waverly, N. Y. Potts-Calkin & Holden, Kansas s OLORS 
e s ity, has b i 
and etme Transfers Maguire T. November ns ©° PSB | eg eae 
less | . Wm. M. Maguire has been : DIMENSIONAL BRILLIANT 
» in Kimbell Names Ward transferred from the Salem, Mass., ig ge wrote pony 1 Relig FULL COLOR RANGE 
red | Kimbell Candy Company, Chi-| plant to the distributor sales de-| | canizations. will feature various White for complete snformation 
the f cago, has placed its advertising| partment of the radio tube divi-' 8 . : 
io with Jim Ward & Co., Chicago and | sion of Sylvania Electric Products, themes such as freedom, unity, VELVETONE CO a Pan ¥ 
a Hollywood. Advertising for the|Inc., New York. good citizenship, etc. MB 
iges 
red 
946 
86, © peor seater dale donen. nak slevey GASEM. 
38 - a amis. me. (3 rT 
ling CA prem ecccs 
128 FEEDS HUSKIES—Kasco Mills, Toledo, 
luly maker of Kasco dog ration, features the 
less Ronne Antarctic research expedition in | 
otal its trade copy, part of a campaign in- 
ynth cluding newspapers and radio. 
rom \ 
vith 
.. |» Kasco Dog Food 
se | Copy Features 
fe Antarctic Use 
ye ToLEpo—Shortwave radio mes- 
sages from the Antarctic are be- 
pers ing featured in trade magazine, 
s in ' newspaper and one-minute spot 
ges, | ‘radio advertisements for Kasco 
ven- dry dog food. 
‘ried ff Kasco is used exclusively by | 
the the Finn Ronne research expedi-| 
‘able tion now based at King George VI | 
Sound, and messages from Cmdr. 
tions Ronne concerning the value of 
g in the dog food for his huskies pro- | 
1,203 _ vide testimonial copy for the cam- | 
even 9 paign, which is using 64 radio 
9,145 stations east of the Mississippi. 
8.787 3 Newspaper ad copy stresses the 
4 nutritional completeness of Kasco, 
' plus its taste appeal. In 10 trade 
publications, Kasco emphasizes | 
that huskies trained exclusively | 
Chi- on that dog food were supplied 
iver- both the Ronne expedition and | 
con- the recently returned Navy task | 
nces 
will ' force No. 68. 
ulate ; A seven-color poster, distrib- | 
and uted to grocery outlets in the | 
Chi- ; eastern half of the U.S., shows | 
- ad- a team of huskies pulling a dog | 
. Oc- sled across rugged terrain, with | 
ec the headline “Kasco dog food in P e — e 
oor the Antarctic!” Along with a pic- Y. C | f B B i 
ws ture of Cmdr. Ronne is this | Ou cant cover a ] ornia Ss ona n2Zza ee me 
I. R testimonial: “Kasco is the omly | 
is the |) ‘og food we feed ... and do they ‘ e 
; without on-the-spot radio 
or ‘ | . . . os 
| : What is the Beeline? California’s vast central valleys, plus 
a the Reno corner of Nevada—that’s the Beeline. And what a 
spon- | | bonanza market it is! Beeline people annually spend more 
‘k-to- | on retail purchases than all San Franciscans and all 
: = | cee Seattleites combined. 
; pre- | To get your share of Beeline sales, be sure to use 
nao ls the answer to your Neon | on-the-spot radio. Outside stations just can’t deliver 
sazine problems | effective coverage ... too many high, signal-stopping 
ti. | | mountains around the Beeline. 
e | | : 
ie As easy to order as news- | Let the five BEELINE stations sell for you. Together 
fash- paper, radio or any other | they blanket this whole 2 Billion Dollar market... 
¢ ~ advertising | individually they rate ace high. 
rwith ff . | KWG Stockton, for instance, has been a local favorite for 
; National Coverage is at | 26 years! These on-the-spot Beeline stations are not a 
your finger tip with all the | network or a chain. You can buy them the way you want. 
i | Check Raymer for all the facts. 
dviso | | headaches eliminated. | . 
rtisin i 
af : 
‘ ) | RENT-A-NEON 
"| tmedkivesoviansrs| MCCLATCHY BROADCASTING COMPANY 
m ac national basis created by | 
: SACRAMENTO, CALIFORNIA e@ PAUL H. RAYMER CO., National Representative 
ive | 
“| EMPIRFNEQN| «rex on se me ais 
a Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
; rt a INCORPORATED 10,000 watts 1530 kc. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
ted in General Offices: Savannah, Georgia || 
1d car | 
c. The | 
‘il De- } | As Low as a Nickel a Day | 
rtising 
igency. 
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General Mills’ Net 
Hits Record Mark 


MINNEAPOLIS — General Mills 
has reported that its sales hit an 
all-time high of 370,932,427 for 
the fiscal year ended May 31, 
1947, as compared to $298,791,- 
766 in the previous year; but 
the milling company reversed the 
recent trend—its earnings climbed 


to $9,236,214 as against $7,146,-| Wis., 


107 for the previous year. | 

The company said its Pyequick | 
apple mix and Tru-Heat electric | 
iron had been successfully intro- | 
duced, and showed a _ pressure) 
sauce pan, to be distributed na- | 
tionally by Nov. 1. It will get| 
magazine advertising in Novem- | 
ber issues. Other new products, | 
including additional household ap- 
pliances, are on the way, the com- | 
pany said. 

General Mills also reported that | 
construction is under way on | 
three new major plants: a flour 


THE AVERAGE 
LIFE OF A COPY 
OF “FUELOIL & 
OIL HEAT” IS 

12 DAYS. 


This is another of the impor- 
tant facts uncovered by FACT 
FINDERS ASSOCIATES, Inc., 
top flight national survey or- 
ganization, in a personal face- 
to-face check of owners and 
employees in 21 cities, from a 
list of their own selection. 


Write for further facts. 


FUELOIL & OIL HEAT 
232 Madison Avenue 
New York 16, N. Y. 


LExington 
2-4566 


oulsheats\ 


The one dominant publication in an industry } 
which is selling annually to the U. S$. public 


$190,000,000.00 worth of new oilheating in- 
stallations 


S$ 12,000,000.00 worth of replacements 
$ 13,000,000.00 worth of parts } 
$ 25,000,000.00 worth of maintenance services | 
| 
| 


$400,000,000.00 worth of house-heating oils 


‘“They all want oil burners!’’ 


e | 
| 


mill at Los Angeles; a package; and Virkotype raised printing ma- 
food plant at Lodi, Cal., and an| chines, has opened a New York of- 
organic chemical plant at Kan-_| fice at 601 W. 50th St., where it 
kakee, Ill. The three projects| Wil! maintain a service depart- 
comprise the largest volume of | ment and carry Virkotype com- 
construction work ever under- | Pounds end inks. 


taken at one time in the com-| Gets Shirt Account 


pany’s history. 

| Moss Associates, New York, has 
| been appointed to handle the ad- 
vertising of Kingpin Bowling 
Shirt Company, New York, manu- 
facturer of Bowling Master shirt. 
Trade publications and direct mail 
will be used. 


Opens NY Office 


Virkotype Corporation, Racine, 
manufacturer of raised 
printing compounds, “X” Base ink, 
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Zenith Elects 3 V.P.s | Armstrong Uses 


Orrin E. Wolf, vice-president | 


fw general manager of zenith 2,800,000 Dots 
| Radio 


Corporation of Canada f h 
since 1944, has been elected vice- | 7 
| president of Zenith Radio Corpo- or Cus 1ontone 
|ration, Chicago, in charge of the | Lancaster, Pa.—Armstrong 


| hearing aid division. Other newly | Cork Company is making striking 


| —— vice-presidents are: J. E.| use of mere dots to impress Cush- 
Anderson, general purchasing | jontone contractors with its 1947 
— Pale Sona paarge | advertising campaign 

oI purchasing; an illy Dumke, | ; ea : 

| vice-president in charge of pro-| _Armstrong’s building materials 
|duction of speakers, transformers |4ivision has distributed a new 


‘and hearing aids. |'sales promotion book to its sales- 


If you slice it 


McGRAW-HILL PUBLICATIONS 


Headquarters for Industrial Information 
330 West 42nd Street—New York 18, N. ¥, 
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men, to be given to contractors! Business Week, Modern Hospital, Kaufman Names Sarra 
using its sound-absorbing insula-| Nation’s Schools and Restaurant 


tion material. One accordion sheet | Management. 
in the promotion piece contains no. 


|Appoints Kay Wister 

_ Alvin Sarra, formerly ee | Kay Wister, formerly dress and 
in the Washington-Baltimore area | sportswear editor of Women’s 
Each book is personalized: the | of Kemper-Thomas Company, has| Wear Daily, has been appointed 


less than 2,800,000 dots—to show | name of the contractor appears on | been named an account executive | fashion editor of Coemanetieen, | 


that there are 10 ads on Cushion-| the front, and the last page car-| of Henry J. Kaufman & Associates,| New York. 
tone for every dot on the page. j|ries the number of Cushiontone a cane od oe ae) ed emma 

The book also contains complete | ads that will reach the contrac- | JOI€ © creative sta 0 e| 
copies of Newsweek and Time,|tor’s own city this year. | SaaS setapennecated ; _— an f 
S ing how Armst ’s Cush- | sesnaemsaiiones . ° e ninth annual observance o 
cana pie sament sia ‘Ehrlich O Studi To Display Corporation scene Parenthood Week, spon- 
= 1c pens udio Wallace Fraser has resigned|sored by Parents’ Magazine, New 


side magazine news matter. | Jerry Ehrlich has opened a new| from Fraser Mfg. Company to} York, will be held Oct. 26-Nov. 1. 
It points out that ads also are! photographic studio at 36 Central| join the New York sales staff of | The slogan will be “Better Chil- 
running in Architectural Record, Park South, New York. |Display Corporation, Milwaukee. | dren for a Better World.” 


they cant taste if 


i 


Industry is hungry today for facts about products and services that will save time, 
save money and do a better job. When you feed your sales story to 


your prospects, don’t slice it so thin they can’t taste it! 


Your advertising should have real meat in it... plus all the power, weight and 
dominance you can give it, whether that’s color spreads or black and white columns. 
Adequate advertising support . . . “mechanized selling’’. . . is vital to permit your 
sales organization to concentrate its limited time on the all-important 


job of getting the order. 


Beam your advertising directly at buyers in the publications they read and respect. 


McGraw-Hill Publications are custom-edited to do the most effective job of 


reaching the men who recommend, specify, and BUY. 


ASK YOUR McGRAW-HILL MAN about the markets cov- 
ered by McGraw-Hill Publications. For ready reference 
you'll find “The Handy Guide” boils down the essential 
facts about the scope and market of each McGraw-Hill 
Publication in useful form. 
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Koons Ad Urges 


‘Tools’ for World 


New YorkK—In a page adver- 
| tisement in Fortune for August, 
| Charles A. Koons & Co., exporter, 
| suggests that the United States go 
| back 743 years to Moses Maimo- 
| nides, Spanish philosopher, to find 
_ the basis for our foreign trade re- 
lations. Among eight degrees of 
|charity, Maimonides said, the 
| eighth and highest “requires not 
only assisting reduced fellow men 
| with money, but providing them 
also with the tools and the con- 
| fidence with which to meet their 
/}own needs. This bestows self-re- 
| spect; the greatest gift of all.” 

| The advertisement was written 
by Schuyler B. Patterson, and 
slated by Terrill Belknap Marsh 
& Associates, New York. 


Names Rockwell 


Jack Rockwell has been named 
central manager of Modern Rail- 
roads, Chicago, succeeding Hal 


Stuart. 


“For the 
first third of 
1947 our 
retail sales 
are up 

18 to 40%!" 


CHICAGO @ 


QUAD.CITIES 


ST. LOUIS 
e 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Only WOC delivers satisfac- 
tory year-round NBC service 
to the Quad-Cities . . . the 
largest metropolitan area be- 
tween Chicago and Omaha, 
and between Minneapolis and 
St. Louis. Approximately 
218,000 people work and live 
here .. . make it the 40th re- 
tail market in the nation 


5,000 Watts, 1420 Ke. 
Basic NBC Affiliate 


B. J. Palmer, President 
Bury! Lottridge, Manager 


WUE 


WOC-FM 
DAVENPORT, IOWA 


National Representatives: 
FREE & PETERS, Inc 
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*~ 26,000,000 AMERICANS now read LIFE 


every week. 


This represents an increase of 15 per 
cent over LIFE’s previous weekly 
readership of 22,550,000. 
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sk LIFE’s new audience figure is from the forth- 
coming report No. 9 of the Continuing Study of 
Magazine Audiences. Further weekly magazine 
audience statistics, including regional, state, and 
local figures, will be available in the near future. 


COMPARATIVE AUDIENCES OF 3 LEADING WEEKLY MAGAZINES 
MAGAZINE CSMA #8 (1946) CSMA #9 (1947) 


Mes eu te tlw! hl ltlUhlUu lt ce ew eee 
Saturday Evening Post . . . . 12,700,000 . . . . . 13,750,000 
Collier’s . .... . =. +. . 10,900,000 . 11,100,000 
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uns - |ation directors; major, minor and | 

Baer Named Ad Cou sel House Magazine | semi-pro clubs in all pring renin 

cinnati, has appointed S. C. Baer [ imits Ad Co sports) without too much direct 

Company as its advertising coun-| Py selling, since merchandise is still | 

sel. Newspapers, radio and trade} Cincinnati — MacGregor Gold- | 0 allocation. 

publications will be used. ‘smith, Inc., is using its new bi-| The magazine is 8x11", has 

monthly external house organ,|16 pages with self-cover, and is 

| “Sportsvue,” to tell its story with- | printed letterpress on coated stock 

me straight advertising. /in two colors. Hugh Wagenseil & 
“Big-name” writers, including | Associates, Dayton, produces the 

Sid Luckman, Rollie Bevan and | publication. 

|Ralph Cannon of the Chicago | —_—_—_—_ 

| Herald-American, have contrib-| A ints Drvsdale 

luted many of the 15 features po = re SH a 

|ried in each issue. An average of | oper r. te, : 

60 pictures are included, high- | Robert R. Young’s Federation for 


i Railway Progress, has been ap- 
| lighted by . two ved three-page | pointed in function—but not yet 
|story which illustrates, step by| in title—executive vice-president, 


step, how a particular piece of | succeeding John H. Payne Jr., who 
* . sports equipment is made. |has joined Dudley L. Parsons 
Building 


Purpose of the publication is to | Company. 
SUPPLY NEWS 


meth Readership 


BECAUSE OF 
ACCEPTED 
EDITORIAL 


keep the company’s name con- RECEIVES AWARD—John Elwood (dark suit), general manager of Station 
sistently before the larger users of MBS Appoints Booraem KPO, San Francisco, receives an award from the Advertising Association of the 
sports equipment (coaches; recre- | Hendrik Booraem Jr. has been West for “distinguished service to advertising and business.’ Left to right are 
| ° . ° H . 
‘named to the newly created posi- Russell Z. Eller, president AAW; N. M. McCready, Foster & Kleiser; Mr. 


. . Elwood, and Ina Stephenson, assistant manager, KPO-NBC news and public 
* tion of national program manager : - 
GIBBONS KNOWS CANADA _ for the Mutual casas Sys- service department, and writer of the program. 
tem, New York. Formerly man- oe 
os eee boo ape : ager of West Coast operations for | he will be in charge of show vo- Advertising Group 
TORONTO + MONTREAL « WINNIPEG + REGINA + CALGARY ¢ EDMONTON + VANCOUVER ,Hutchins Advertising Company, duction for the network. 


Lauds KPO Show 


San Francisco—“News In Ad- 

P vertising,’ an NBC Pacific Coast 

network program originating at 

| | KPO, has received a special award 

Us e an O ma p on O C O S S and e from the Advertising Association 

— |of the West for ‘distinguished 

| service to advertising and business 

| in interpreting the American way 
| of life.” 

Exactly what its name implies, 

|the program is broadcast Satur- 

days at 1:30 p.m., PST. The show 

ee advertising in magazines, 

newspapers, radio and_ other 

media. 
“News In Advertising’ was 


IF IT’S BURIED TREASURE YOU WANT... 


| originated by John W. Elwood, j - 
general manager of KPO, and is Ac E 
written by Ina Stephenson, assist- 
|ant manager of KPO’s news and 5 id 
| public service department. \4 
| — 
Huff, Henderson Split 4 
Huff & Henderson Advertising 4 
Agency, Dallas, has been dis- 4 


| solved, effective Aug. 1. James W. 
Huff is starting his own agency, 
James W. Huff Advertising, and 
E. R. Henderson is organizing 
E. R. Henderson & Associates, 
| with Lillian Caldwell as _ vice- 
president and Mary Benton, sec- 
retary-treasurer. Both agencies 
remain at 804 Main St. 


PRINTING 


—WHITEHALL— 


IF IT’S SALES YOU WANT... 2 3 © Oo 


N IMPOSING group of successful ? 
° | advertising executives find this 
Us e WTIIC 1n Southe rn New England . a lucky number. It enables you to use \ 
a service consisting of ad-setting, en y 
| graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 

dominates the prosperous | to serve you so well that you will come 

back again. We can lighten your bur- 

Southern New England Market. dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 


; _ and money. Phone Whitehall 2300. 
DIRECT ROUTE TO SALES IN Sexchern Weu England 


and New England Regional Network 


By every measurement, station WTIC, Hartford, 


A COMPANY + New York, Boston, Chicago, Detroit, Atlante, ies slicing, pap , a, aA 
4 + Ney n Franc : AD-SETTING « * | 
a age op 400 N. RUSH ST., CHICAGO, WHitehall 2300 
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ncies Main Street is building—and building business for to move more goods to more people—is working with 


you. New home building in smaller cities and towns increasing: power. To influence Main Street you need 


is far ahead of that in urban communities. PATHFINDER and its over 1,000,000 circulation. 
The people there are building more than homes. 


They’re building business for national manufacturers. 
The Wall Street Journal’s recent comprehensive survey on hous- 
ing construction reports-—new homes in small towns up 10% 


For new homes mean new appliances, new furniture, 


floor coverings paint wallpaper—a host of purchases above 1946; against a 25% lag in big cities. The reasons lower 
: 7 : ‘ ; costs, especially of labor—and plenty of money. In Escanaba, 
that do much to account for the active buying in Michigan (15,000—pop.), one developer is starting to build 


200 houses. Builders in Stoughton, Wisconsin, with 7,500 peo- 
ple, will build 169 .. . five a week. At Big Lick Tennessee, 


L that are trading centers for rich agricultural areas as neighbors banded together and built a house for one of their 


number. And so it goes in Main Street America. 


cessful ? 


nd this | too. It reaches homes of people influential in town 
a to use 

a on ? affairs and business activity. The PATHFINDER Plan— 
ability 

pecially 

bir toes 

ll come 


Main Street stores. It’s these very towns and stores 


well. The smaller city and town market can be your 


most profitable sales outlet. 
In this market, PATHFINDER Magazine is thriving, 


ur bur- 


ma PATHFINDER SELLS MAIN STREET, U. S. A. 


trouble 


2300. More than 1,000,000 circulation 
GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 5, Pa. 
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(), national magazines have always 


been considered good salesmen for Ameri- 
can business. 

But there’s not one of them that couldn’t 
be a still Detter salesman—if it came to the 
customer with a “5th Cover” on it. Or in 
other words, if it came inside of your favor- 
ite Sunday newspaper. 

Take any magazine you're now using. 
Imagine what this change would do for 
your advertising. 

You'd still have the sales power of a 
national magazine—the reader-interest and 
color printing and long-life, and all the 
other qualities. 

But your ad would also have that all- 
important “extra ingredient” — the local 
impact of America’s favorite shopping 
medium, the Sunday newspaper. 

That makes a big difference with both 


your dealers and your customers. For the — 
Sunday newspaper is a habit with both of 
them. That’s where the stores do their own 
advertising (and watch it pay out the very 
next day). That’s where the whole family 
gets together on its weekly shopping 
decisions. 


That’s where immediate sales are born. 
* 


Today when it’s time to start thinking 
of the cash register again, this “extra 
ingredient” is something your magazine 
advertising needs. 

And you can get your share of it 
through THIS WEEK Magazine— where 
you'll reach every 4th home in America 
with all the power of a top-notch magazine, 
and all the local sales influence of 24 key 
newspapers. 


THIS WEEhR 


| MILLION CIRCULATION Magagine— 


OVER 19 MILLION READERS 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 


The Dallas Morning News 


Des Moines Sunday Register 


The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 


New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 


The Washington Sunday Star 


"Saturday Edition 
{ _— 
f 
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CIRCULATION TOPS 90, 000 
IN “TEST TOWN, U.S. A.” 


The circulation of The South Bend Tribune has climbed to 
90,388*— highest point in its history. Because “Test Town, 
U.S. A.” is covered to saturation by one newspaper, The 
South Bend Tribune, there is no duplication, no waste. Com- 
peting circulation does not exist, outside circulation is negli- 
gible. To get all the facts about the South Bend, Indiana 
market, write for free market data book,“Test Town, U.S.A.” 


%* ABC Publisher's State- 
ment of March 31, 1947 


ALL BUSINESS 
IS LOCAL 


STORY, BROOKS & FINLEY, INC. «© NATIONAL REPRESENTATIVES 


Institute Inaugurates 
“Reach for Peach’ Ads 


The Super Market Institute, 
|New York, is supplying its mem- 
_ bers with an advertising and pro- 
|motion portfolio urging super- 
markets to rush peaches to the 
consumer this summer and pro- 
| mote increased consumption of 
| them. The program, based on the 
| slogan “Reach for a Peach,” is the 
first of a series which the institute 
is planning. 

Federal Advertising Agency, 
New York, handles the account. 


Now O’Brien Advertising 

O’Brien Gourlay Ltd., Van- 
couver, B.C., has changed its 
name to O’Brien Advertising Ltd. 
D. M. Tyerman, who joined the 
agency in 1944, has been made a 
vice-president. 


Jones Advanced 

“Myron Jones, editor of the 
monthly sales publication of 
Union Central Life Insurance 
Company, Cincinnati, has been 
appointed ‘director of sales pro- 
motion. 


Says James E. Comiskey, President, 
New Orleans Wholesale Liquor Dealers Association 


ment. Whatever the situation, 
interests of our city with vigor and success. 


"Your reader-confidence builds respect, as 
well as sales, for adver- 
tisers. As distributor for 
Three Feathers Whiskey and 
L & J Wines, I know this 
ft from experience. I consider 
the Item a must for any ag- 
gressive merchandiser." 


James E. Comiskey 
President, New Orleans Wholesale 
Liquor Dealers Association 


"T like the [TEM because 


"It wields powerful influence with most commendable judg- 
the Item serves the best 


Reader Acceptance: Largest evening circulation in Louisiana (92% 
concentrated in the New Orleans market--growing steadily) 


Advertising Acceptance: Nearly 12,000,000 lines carried in 1946. 


f— 
Your 


New Selling Force 
in New Orleans 


SAWYER-FERGUSON-WALKER CO., 
NATIONAL REPRESENTATIVES 


NEW ORLEANS 


ITEM 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER ¥ 
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West Coast Vet 
Sees South Sea 


‘Dreams Come True 


San FRANcIsco—T easer - type 
small-space newspaper ads and 
24-sheet posters have recently 
been tickling mental palates 
around San Francisco and down 
the Peninsula about a mysterious 
something called Banana Crunch 

There first appeared outdoo: 
boards with only a sign “Out to 
Munch” hung over a door knob, 
A month later, the poster was 
completed, showing a happy-look- 
ing individual sitting at a soda 
fountain, under which were the 
words “Banana Crunch.” 

Next came a series of small- 
space ads in San Francisco and 
Peninsula cities’ newspapers. Typ- 
ical copy: “Lafcadio Lurch Loves 
Banana Crunch. ‘Girls used to 
laugh at me,’ says Mr. Lurch. ‘I 
could never even get to first base. 
Now I eat a dozen Banana 
Crunches every day. I still can’t 
get to first base—but who wants 
to play baseball?’ ” 

In search of the facts, your AA 
correspondent visited Manning, 
Russell, Harris & Wood, agency 
handling the account. 


Dreams of Frozen Bananas 


It seems that Cerf Ross, young 
| San Francisco veteran, used to 
| dream about frozen bananas while 
| he was with the Seabees in the 
|South Pacific. As a boy he had 
|worked for a confectioner who 
|specialized in frozen bananas 
| dipped in chocolate. Memories of 
their cool deliciousness haunted 
'him constantly as he “sweated it 
| out” in the tropics. 
| Upon his return to San Fran- 
|cisco, Mr. Ross decided to make 
|his own frozen bananas. In or- 
der to establish a constant size for 
| his confection, he decided to crush 
| the bananas to pulp, add peanut 
| brittle, shape the mixture in alu- 
|minum molds, dip in chocolate and 
| quick freeze. 
| A year was spent designing and 
building machinery, financing the 
|new organization—Ross Industries, 
| Inec.—and getting into production. 
'In a new plant opened here, Mr. 
Ross can now produce 40,000 Ba- 
nana Crunches a day, to retail at 
| 10 cents. 

Local distribution is being han- 
dled by Pict-Sweet frozen foods. 
Mr. Ross hopes to sell franchises 
throughout the country, licensing 
concerns to process the confection 
locally, as does the soft drink 
industry. First cities optioned 
are Oakland and Sacramento. 

According to the agency, radio 
and car cards will soon be added 
to the media list for advertising 
the product. 

It appears that Cerf Ross’ ship 
| has come in, loaded with bananas. 


‘Minnesota Mining 


Develops Tape Recorder 

The Minnesota Mining & Mfg. 
Company, St. Paul, has entered 

| the wire and tape.recording field, 
offering a sound-sensitive pape! 
| tape for sound recording use in 

homes and businesses. It is said 
that the tape has about twice the 
sound range of the average hom: 
phonograph, and that the sam 
roll can be used either as a pe! 
manent or as a temporary recor: 
with repeated erasing and re-ré 
cording. The tape can be cut wit 
a scissors to remove or rearrang 
parts of a program and can b 
mended with transparent tape, th: 
company reports. 

This new tape has a frequency 
range of 30 to 10,000 cycles. It 
comes in 1,200-foot lengths on 
plastic reels, with a half-hour re- 
cording capacity per reel. Min- 
nesota Mining is a licensee of the 
Armour Research Foundation, 
Chicago. 


Appoints Fehlman 

Frank E. Fehlman has been ap- 
pointed research’ director ol 
Street & Finney, Inc., New York. 
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7/ REDBOOK 


1 MONTH TO 
REDBOOK, MD. 


They don’t waste cash on the unknown 


in REDBOOK, M<assouri 


“Now you see it and now you 
don’t” isn’t in keeping with the 
good old “show me” philosophy. 
The brands that are selling like 
hot-cakes in Redbook, Missouri 
have become household words 
through consistent advertising to 
this $131,000,000 market in Red- 
book. 


In Missouri alone, the readers 


HIT EM WHERE 
ee nN’ REDB KK 
teens IN 9 * e . 


Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Avenue, New York 22, New York. 


of Redbook spend $17,400,000 
for food. Missouri drug stores ring 
up $4,270,000 from Redbook 
readers. 

$95 a page is the pro-rata cost 
of reaching this rich market— 
and don’t forget, they all eat; they 
all buy drug products and they 
all live in homes. Be sure that 
Redbook is on your next list. 


YOU CAN’T BEAT 
YOUTHFUL READERS 


The majority of Redbook readers are under 
35. They know what they want—and they 
know how to make the money to get what 
they want. 

For advertisers with an interest in the 
present, Redbook is a must. Those who want 
to build future business will put Redbook 
on today’s list. 
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Plexi-Top Appoints 'Guyan Joins WGN Four A’s Directors sae SS Pei 7 Ma 
Plexi- Top, Detroit, manufac-| George Guyan, formerly opera-| to Meet in West . eg en a. 
turer of plastic automobile tops, tions supervisor of Station WBBM | For the first time in the history . . Sul 
has appointed Mercready & Co.,| and the CBS central division, has of the American Association of 
Newark, N. J., to handle adver- joined the sales staff of Station Advertising Agencies, its board of 
tising. WGN, Chicago. of directors will hold one of its 

regular quarterly meetings on the _NEI 
West Coast. The next meeting of Char 
the board will be held at the on at 
Ahwahnee Hotel, Yosemite Na- top 0 
se tional Park, Cal., on Oct. 15, in kets ; 

use eE conjunction with the Four A soll 
Pacific Council’s annual conven- Laval 
N TIRE Oma a ar k f tion Oct. 12-15. aa 
aha marke ae 
And 90% of this BIG market, which is outside of Omah Vogue Shoe Plans Drive from 
aa 7 of familiee out, ages bm a nae a Vogue Shoe Company, Los An- durir 
$8,000.00 per year! Sell the ENTIRE Omaha market with one geles, maker of Hollywood Skoot- to 1 
BIG station. Programmed and “powered” for your use. ers, will launch a new campaign Swit: 

SEE YOUR FREE & PETERS MAN in national magazines. Hillman-| axwELL HOUSE NATURALLY—Gracie Allen helped do the honors at the the 
or write to HARRY BURKE Shane, Los Angeles, handles the! cafes table at a press party in New York. Behind the table, left to right, basic 
account. are Mrs. Ella B. Myers, advertising director of General Foods Sales Co., which Larn 
oe a a will sponsor the Burns and Allen show again this fall; Barbara Correll, product He 
5 Launches Premium Drive | representative on Maxwell House, and Marie Sellers, director of the consumer dnt 
D B ll & Field Company service division of General Foods. beni 

rownel i ’ size, 

Providence, R. I., tea and coffee ‘i . : , a i ow : and 
NOW 50,000 WATTS Omaha, Nebraske acker, has launched a campaign|and a box top from , 50, wail 
| CA aang newspapers, outdoor post-| 100 tea bag carton. The promo- es Ing ouse a 3 
ers and other media offering three|tion includes additional silver ae 

¢ silverplate teaspoons for 50 cents! pieces to make a complete set. ill | ‘ f ing 
| Will Intensify pan 


in * 

4 Farm Sales Work =}: 
Dp ! § isa L A Y aH PITTSBURGH — With appointment a 
= 


of Edward W. Gaughan, formerly @ and 


assistant general appliance man- @ the 
ager, as general farm sales man- @ amc 
ager, Westinghouse Electric Cor- and 
poration has begun to intensify chal 


sales efforts to the nation’s 3,000,- 
000 electrified farms, through 
3,000 specially appointed farm Lo 


dealers. L 
Farm supervisors will be ap- and 
pointed in each of the company’s of : 
16 sales districts. Several newly- far 
designed farm models of standard use 
electrical apparatus, such as Ad 
motors and protective devices, ce 
probably will go into production a 
soon. be 
David M. Salsbury, executive pay 
vice-president, estimated that the ma 
nation’s farms offer a_ potential ma 
market for more than $5 billion of 
electrical equipment in the next R 
five years. By the end of this C 
period, he said, 1,500,000 more Ns 
farms are expected to have elec- aa 
tric current. Fr. 


| Plan for ‘Central Station’ Ro 


The farm sales program is de- col 
/signed to make the Westinghouse Re 


= ae, e | farm dealer’s store a “central sta- - 

; r. . |tion,” or headquarters, where a = 

a ie co — - farmer can centralize his electrical : 

> . os : buying while in town. Farmers ; 

| j /will be able to buy such varied 

AMERICA'S MOST POPULAR DRINK! items as ventilating equipment, 

. heaters, water pumping systems, 

milk coolers and household ap- 
pliances. 

On five cents’ worth of elec- 

tricity, it is shown, an electric 


motor will shell 20 bushels of 
corn; separate 2,000 pounds of 


Another “‘first’’ for Stemar—the Stemar-flex Motion milk; milk 20 cows; pump 400 
pails of water, or cool 25 gallons 
NO MOTORS! it in action-displays. An ordinary 60 watt light of milk. 

; Unit in acto siti Y g Most of the new dealers are 
NO GEARS! ° am hardware merchants, farm ma- 
bulb actuates it—no motors, gears or magnets eines cclaaeals ot peemeiaues 
NO MAGNETS! , 5 of general stores. In addition to 
nothing to get out of order. Triple-power displays helping a dealer start in business 
NOW—Yovu can have and training him to service the 
lithographed cardboard with color, light—and action. Write or phone for equipment he sells, Wesco is pro- 
displays with light, color viding advertising service, helping 
' 7 . him t velop the f ket, 

and action—at lower cost. information. Let us show you how you can put your | Bim to develop the farm mar 


|and offering finance plans. 


(Exclusive licensee) ‘ e } a ?F 
U. S. Pot. 2382182) product over quicker and better with a Stemar- | , 
Holzer Joins Popular 
produced Stemar-flex action display. | Joseph S. Holzer, recently w'! 

| the advertising sales staff of Lib- 

| erty and previously with Natwom s 

| Business, has joined Popular Pub- 

®% Y | lications, New York, as sales rep- 

Ss T e Lam A 4 . | resentative for the Popular Fic- 


| tion Group. 


| Hopcraft Advanced 


Advertising Displays and Point-of-Sale Material 


. ee 
es 


35 E. Wacker Drive (Phone State 4313) Donald L. Hoperaft has been i 
| appointed sales manager of Dana | 
CHICAGO 1, ILLINOIS Perfumes for Consolidated Cos- 


metics, Chicago. He formerly 
represented the company in the 


BUSY SINCE 1920 ‘Cleveland and Detroit areas. 
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Market and Media 
Survey Tops Plans 
of Int'l Chamber 


New York — The International 
Chamber of Commerce committee 
on advertising has placed at the 
top of its agenda a survey of mar- 
kets and media, and the stabiliza- 
tion of rate structures, Sigurd S. 
Larmon, president of Young & 
Rubicam, has reported. 


Shoe Linage Increases 


Newspaper advertising of 
branded women’s footwear in- 
creased 23.2% and men’s branded 
footwear increased 61.2% during 
the first six months of 1947 over 
the same period of 1946, according 
to a study made by the marketing 
research department of Fairchild 
Publications. 


Offers Sanitizing Agent 


General Laboratories, Inc., St. 


Mr. Larmon recently returned 
from a two-month stay in Europe, 


to the chamber’s meeting in 
Switzerland. “In certain countries 


during which he was a delegate | 


Louis, Mo., is bringing out a new 
sanitizing agent called Gen-X for 
bottling industries, dairies, food 
processing plants, restaurants, etc. 
The new product, according to the 
announcement, is tasteless, and 
odorless; kills bacteria quickly, 
and inhibits growth of mold, slime 
and algae. 


Issues Football Schedules 


Standard Accident Insurance 
Company, Detroit, has sent its 
agents, for distribution among their 
clients, a copy of the company’s 


17th compilation of football sched- | 


ules of leading colleges and uni- 
versities throughout the country. 
The schedule booklets’ include 
space for the imprint of the agent 
distributing them. 


Appoints Saylor 


Lynn A. Saylor, formerly ad- 
vertising and _ sales promotion 
manager of the Ingersoll Steel di- 
vision of Borg-Warner Corpora- 
tion, has been appointed advertis- 
ing and sales promotion manager 
for all divisions of the Chicago 
Show Printing Company. He suc- 
ceeds G. Bob Greene, resigned. 


45 


Phone MONRos 700 


PHOTOGRAPHERS 


COMMERCIAL ARTISTS 


at the the advertising man is without 

right, basic market information,” Mr. 

which Larmon said. 

roduct He declared that advertisers 

— “must have accurate data on the 
size, location, trade conditions 
and competition in the various | 
markets, and the establishment 


of standard and~ uniform rates 


panded world trade.” 


would help the advertising indus- | 
try make its contribution to ex-| 


Mr. Larmon left the meeting | 
in Switzerland with the convic-| 
tion that “advertising as a part) 
of the distribution process can | 


rk 


help develop markets for goad 


intment national trade goods both here 
ormerly and abroad.” He reported that ra 
> man- the meeting fostered cooperation | = 
Ss man- among business men of the world 
ic Cor- and will lead to a fuller inter- 
itensify change of information and ideas. | 
 3,000,- | 
through ; 
i farm ¥ Lowell Appoints Shaw _ 
Lowell Mfg. Company, Chicago 
be ap- and Lowell, Mich., manufacturer | 
npany’s of sprayers and dusters for home, | 
newly- farm, commercial and industrial | 
tandard uses, has appointed John W. Shaw 
ch as Advertising, Chicago, to apne | +: 
devices its account. A campaign will be| Sy 
duction launched soon in consumer maga-_| A SS tine 
zines, and a dealer campaign will | ~ es 
: be scheduled in about 20 business | 2s cea _— 
cecutive papers. Dealer aids include direct | 2 S= 
hat the mail, displays and newspaper ae : i 
otential mats. 
illion of 
ne next . . 
of this » Rankin Agency Dissolved 
0 more The Wm. H. Rankin Advertis- 
7@ @lec- ing Company, New York, a part- HIGHLIGHTS FROM 
nership of William H. Rankin, THE SEPTEMBER ISSUE 
— H. Royer, Myrtle A. MERICAN business men have come to realize the need for 
lon’ oger, and Muriel E. Saul, has ; oe . OF 
been dissolved. All accounts and greater economy in distribution costs. They are attempt- 
1 is de- contracts will be transferred to : . J ‘ , . 
nghouse Royer & Roger, a_ partnership ing, with the same foresight and vigor with which they SYSTEMS ANO EQUIPMENT POR. AC 
tral sta- consisting of the last three men- : ‘ i 
os - tioned persons, who previously successfully overcame high production costs, to save a penny here COUNTING, STATISTICAL Ano 7 
° owne » interest in e : satri : wo oy 
= ae Resin aoa” and there through more efficient methods of distribution. contultonts ond leading cutherities tn die- 
armers F tribution cost analysis and control. Present 
' varied For nearly 30 years DISTRIBUTION AGE has been instrumental day operating conditions, involving 
lipment, ae ee ) : ; product and materials shortages, rela- 
systems. in laying first the groundwork and then the detailed pattern for esky temmsnstnanel sles oad slscieal 
old ap- a more economical distribution by integrating the eight basic help, higher wages and shorter hours, 
; ; make economical and efficient processing 
of elec- distributive phases. Each month clearly defined articles, the a must, 
electric ae ® ‘ é oa 
Pe age result of careful research, analysis and experience, point the way MATERIALS HANDLING DURING IN. 
inds of to further economies. After all, DISTRIBUTION AGE is written VENTORY . . . By Benjamin Melnitsky, 
“ee : ? ar : special correspondent. Inventory entails 
sallens by business men for business men. Undoubtedly, it is this prac- much handling, moving and transferring 
‘ ‘ : ‘ ‘ f stock and th | + 
tical editorial presentation that makes each issue of DISTRIBU- pane A nal es pois ncn pee Dessay, 
lers are . * rn % . — equipment. A systematized approach to 
a “ie TION AGE doubly-welcomed by its 38,995* purchasing-execu- thls tales, sonclashind eauleiaais kandiinn 
yprietors tive readers. undertaking is outlined by Mr. Melnitsky. 
lition to * 
ayer Advertisers, too, are economy-minded. When using DIST RIBU- A REVOLUTIONARY DISTRIBUTION 
vice the : ; og PROGRAM... od. i ir- 
) is pro- TION AGE they are assured that our concentrated readership is met, Hibbed thee be snail 
helping vitally interested in those products and services that will aid in who discusses basic departures from es- 
market, ; tablished wholesale hardware warehousing 
5. reducing their distribution costs. Rates and circulation break- and handling practices in order to (1) 
cut costs, (2) speed customer shipments, 
down on request. (3) reduce general operating overhead, 
pas 4 t f bl | 7 
r : *Latest survey indicates average of 2.73 readers per copy id pe cry ) Lo cig Bg 
tly ; ordinated and economical distribution. 
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LOOK Magazine now has 


LOOK today is proud to announce an audience of 15,650,000 
readers per issue—a gain of 3,000,000. 


LOOK now has the second largest number of readers among 


all magazines—a gain from third place. 


LOOK has the largest percentage gain in readers among all 


major magazines—a gain of 23.7%. 


LOOK now has more readers for each copy than any other 


magazine —6.7 readers per copy—a gain from 5.7 readers. 


|| 


| 
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| Gardner Cowles. Publisher and Editor 


ER) AMERICAS FAMILY MAGAZINE 


000 readers every issue 


LIFE 

LOOK 

POST 

COLLIER’S 
AMERICAN 
COSMOPOLITAN 


Total magazine audience firures represent readers ten years of age and over. The LOOK, American, 
and Cosmopolitan figures are taken from the forthcoming LOOK Report No. 2 of the Continuing 
Magazine Audience Study. The Life, Collier’s, and Saturday Evening Post figures are those recently 
announced by Life, taken from its forthcoming Report No. 9. The two reports are comparable, 


THE EVIDENCE 


Total Magazine Audiences 


a 


1947 Readers 
26,000,000 
15,650,000 
13,750,000 
11,100,000 
10,200,000 
8,150,000 


1946 Readers 
22,550,000 
12,650,000 
12,700,000 
10,900,000 
9,400,000 
7,150,000 


both made by Crossley, Inc., under the general supervision of the Magazine Audience Group. 


Increase 


3,450,000 
3,000,000 
1,050,000 
200,000 
800,000 
1,000,000 


Per Cent 
Increase 


15.3% 
23.7 
8.3 
1.8 
8.5 
14.0 


Ask Your LOOK Representative for Further Information 


511 Fifth Avenue, New York 17, N. Y. 


333 North Michigan Avenue, Chicago 1, Ill. 
General Motors Building, Detroit 2, Mich. 
Union Commerce Building, Cleveland 14, Ohio 


Statler Office Building, Boston 16, Mass. 
12 South 12th Street, Philadelphia 7, Pa. 


7046 Hollywood Boulevard, Hollywood 28, Calif. 
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Introduces New Airplane Opens Stockholm Branch | Suggests 21 Ways 


Luscombe Airplane Corporation, 
Dallas, will enter the four-place 
personal plane field this fall with 
a new all-metal 165-horsepower 


utility craft called the four-place | 


Silvaire. First showing was to be| 


made at the National Flying 
Farmers Association meeting in 
Oklahoma. 


Names Gross Agency 


Standard Business Machines 
Company, Chicago, maker of 
Sound-on-Wire, wire recorder de- 
signed especially for dictating 
purposes, and Tru-Lite, fluores- 
cent desk lamp, has named H. M. 
Gross Company, Chicago, to di- 
rect its advertising. 


C. E. Waltman & Associates, 
Chicago, industrial designer, has 
opened a branch office in Stock- 
holm, Sweden, under the- direction 
of Mr. Waltman’s son, Charles, 
and his wife, both former mem- 
bers of the firm’s Chicago staff. 
The Stockholm staff is designing 
a line of new home appliances for 
Elektrolux, appliance manufac- 
turer. 


Names Rosenberg 


Arthur Rosenberg Company, 
New York, has been appointed to 
direct the advertising of United 
States Raw Skin Corporation, 
New York. Trade publications 
will be used. 


FROM IDEAS T 


FINISHED PRODUCTS 


Convention exhibits and trade 
show displays designed, pro- 


duced and installed. 


AMERICAN 
DISPLAY 


STUDIOS 


179 N. WELLS ST., CHICAGO 


‘Call DEArborn 1278 


to Hold Profits 


accounts and greater use of tele- 


|phone selling are suggested as 


methods of increasing efficiency 
at reduced cost. 


in Volume Decline Elimination of low-profit and 


highly competitive items, with 


. ; : 
Cuicaco—In view of the return-| special drives on slow moving 


ing buyers’ market, National San- 
itary Supply Association here has 
sent its members a special bul- 
letin incorporating “21 Sugges- 
tions to Help Maintain Profit Dur- 
ing Volume Decline.” 

One of many similar services to 
its 700 member manufacturers 
and distributors, the latest bul- 


| 


items, are mentioned as ways to 
decrease warehouse and other 
handling costs and at the same 
time provide inventory control. 


Five Appoint Crossley 


Los 
has been appointed to 


J. T. Crossley Company, 
Angeles, 


letin stresses improvement in op-| handle the advertising of Pacific 
erational efficiency through cost| Displays, Inc., Los Angeles, manu- 


and time analyses. 


facturer of artificial fruit for re- 


The group suggests that the| tail grocery displays; Jiffy-Dog 


productive time of salesmen be 
increased through greater use of 
selling aids and more calls per 


| Company, Pasadena, manufacturer 
| and distributor of electric hot dog 
|in-the-carton dispensers; Wick- 
|‘ land-Sierra Mfg. Company, Pasa- 


day, with a corresponding reduc-| qgéna, manufacturer of chemical 


tion of paper work and reports. 


To reduce turnover of salesmen, | Corporation, Pasadena, maker of 


the association proposes that they | insecticides and fungicides; 


be given increased personal help 
and more training. Analysis of 


‘toilets for airplanes; Destruxol 
and 
outdoor 


|Los Angeles Examiner, 
| advertising only. 


‘cago WERALD-AMERICAN 


the whole family is together 


EVENING AND SUNDAY—when 


Nationally Represented by HEARST ADVERTISING 


am 


el. 


the American Family! 


day by placing your advertising in the 


ane 


of gold encircles your best customers. It is a 


ustomers 


nd, symbol of the world’s most important buying 


mily is a market for all g00ds—and young families 


ess of accumulation buy more of everything. 


ung in mind. It is their kind of newspaper. It 


ore of their favorite features, gives them greater 


SERVICE 


— 
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New Construction | 
in ‘47 May Reach 
$12.2 Billion Mark 


WASHINGTON—New construction 
put in place in 1947 is expected 
to total about $12.2 billion, the De- 
partment of Commerce has re- 
vealed. 

This dollar volume would be 
greater than for any year except — 
1942, according to a midyear re- 
view which will appear as a spe- 
cial feature of the July construc- 
tion industry report. However, 
the review will point out, the high 
dollar volume is largely accounted 
for by the present very high lev- 
els of construction costs. These 


seem to be leveling off at about MODE 
90% above 1939. could 
“When allowance is made for Conall 


changes in construction costs,” the 
review says, “it appears that the 
physical volume of construction in 
1947 will have been exceeded in 
at least 12 years out of the last 
30, and that it will be less than 
two-thirds of the peak physical 
volume reached in 1927.” 


Had Estimated $15 Billion Ci 
The value of new construction Com 
in 1947 was estimated at $15 bil- gPost’ 
lion at the beginning of the year. one i 
A revised estimate released in ivan 
April placed new _ construction — 
this year at between $11.8 billion _ 
and $13.1 billion. -b 
The considerable strength in ae 
construction activity shown dur- - re 
ing the first six months of 1947 9") 
is expected to continue through will, 
| the remainder of the year and the vial 
| current level of activity may even eines 
increase slightly, the report states. ore 
Private residential construction we 
this year is expected to total about “Tt 
$4.2 billion, an increase of ap- ro 
proximately 30% over the $3.2 sae 
billion volume in 1946. Private ews 
non-residential building this year expe 
is expected to be about the same 854.’ 
as in 1946, approximately $3.3 win 
billion in both years. total 
Total public construction in 1947 000 


is estimated at about $2.9 billion, M 
an increase of nearly 40% over 
the $2.2 billion for 1946. 


Cherry Heads STA 


Burton Forbes Cherry, director Ww 
of creative service of Tempo, Inc., 
has been elected president of the 
Society of Typographic Arts, Chi- 
cago. Other new officers are Wil- 
liam Nicoll, designer of Scott, 
Foresman & Co., list vice-presi- 
dent; Walter Howe, art director, 
R. R. Donnelley & Sons Company, 
2nd vice - president; DeForest 
Sackett, free-lance designer, sec- 
retary, and Adrian J. Augustine, 
advertising manager, Plee-Zing, 
Inc., treasurer. 


ager 


oe ~ 


Sponsors Air Event 


Tinnerman Products, Ince., 
Cleveland, maker of Speed nuts 
and Speed clips, is sponsoring the 
$5,500 air race for the Bell P-63 
(Kingcobra) fighter-type planes, 
to be flown Sept. 1 in the National 
Air Races in Cleveland. The 
event will be called the Tinner- 
man Trophy Race. 


“He wants to be announcer on WFDF 
Flint.” 1 
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7 es ee ; ‘ ® ‘ payments); and retail, food store,; pointed export sales manager of 
i0n ” Modern Heating! ap regret sean ll Buf American Home |general merchandise and drug Sharp & Dohme, Inc., Philadel- 
=h rane falo, has been named to direct the Maps 138 Major store sales, The volume also in- — hin hae ae ee 
advertising of Technical Alliance, cludes space where manufacturers | a Abe Mr. He mn : ; 
rk Buffalo, manufacturer of radio Markets in Book and agencies can compare the | Succeed Mr. Hewitt. 
fire alarms. Newspapers and sales volume and per cent of spe- | 
uction radio will be used. New YorkK—An analysis of the | cific products. | —_ 
ected oer country’s most influential markets,| A special section includes a | — ADVERTISING | 
e De- To Fellows-Bogardus based on up-to-date figures, is|U.S. map showing the distribu- =— AGENCY a 
= oe- Clyde Renco Milling Corpora-| presented in the recently released | tion of the 138 metropolitan mar- +“) EXECUTIVE: ‘e 
tion, Clyde, N. Y., producer of| “American Home Market Book of | kets, and individual maps of the | S 
oa Enjoy the penee Us % warmth of ; en ie Seay Po ecg Asia = wr a | most important marketing areas. IT’S NOT TOO EARLY 
spiel Modern PERFECTION Oil Heat! 3 “ae ’ 2x orerunner 0 e present study, ak eae to plan your copy and 
“ff . “0 dle its advertising. pn ey oF as rape Promotes McComas layouts for the catalog 
7 Mo . markets, is tne publications mar-| ©, Parker McComas, vice-presi- pages in the Annual 
struc- :. Issues Erosion Data ket book of 1940. The new study| deni, has been promoted to ex-| " Jamra 
vever, American Steel & Wire Com-|has been modernized and simpli-| ecutive vice-president of Philip | é 
e high PERFECTION =3O® pany, Cleveland, has published] fied, and the data includes a| Morris & Co., New York. DEALERS’ DI RY 
yunted ee an 18-page booklet, entitled “It’s|breakdown by markets, market anpnasiheiaiatens | ISSUE OF ING 
Thes tion to farmers, agricultural |ETOUPS and counties of total and|Sharp & Dohme Ups Two| SUPPLY 
ese , 5 ‘a ; 
east MODERN HEATING—Up-to-date fea- | schools and colleges to aid in com-| family population; net effective! Con M. Hewitt, Kansas City dis- _. (Closing October 1st) 
tures of oil-burning space heaters are batting soil erosion. buying income (after federal tax| trict sales manager, has been ap-| ac 
: stressed in the. new campaign being 
le for launched this month by Perfection 
3,” the Stove Co., Cleveland. , 
at the ees 
ion in 
ied in §Plans Largest | 
e last 


‘than Ad Campaign for 


1ysical « 
Oil Space Heaters 

on CLEVELAND — Perfection Stove 

ti Company will launch its largest *John Wanamaker advertised this 
5 bil. postwar advertising campai gn late $10.95-$50.00 luggage exclusively 
; : this month for its Perfection and in The Sun. Size was % page. 
es Ivanhoe space heaters, using a Crowded department despite all- 
scab total of 32 magazines, farm pub- day rain. Many sales observed. 


esha @iications and business papers. 
billion | 


Many customers bought several 
The ads will feature an Ivanhoe 


bt 


oil-burning space heater and Per- 


: EXCLUSIVE WITH JOHN WANAMAKER 

th in @Biection Firelight portable heater FLYL ITE l U8 B r) B f 

? dur- as typical of many models avail- 

sees able. Most of the consumer copy Stendoume, apart conavened bannge of eunty exes on clvwond foun 

trough will stress such features as uni- ae = sarees ee 

nd the form heat, automatic controls, 

ciple clean burning and freedom from 

hse carrying in fuel and hauling out 

ashes. 

| about Though there have been indus- 

of = 9A try warnings of spot oil shortages 

- $3.2 this winter, Perfection Stove be- 

Private lieves that it is aiming at a solid, 

» eo expanding market. Last year 

Aig 854,700 oil-burning space heaters 

y $3.3 were sold in the U. S., and the 

: e total is expected to go over 1,000,- 

ae 194% 000 this year. 

billion, McCann-Erickson, Inc., is the 

al agency. 

Radio Stations Appoint 

lirector WKBB and WDBQ (FM), 

90, Inc., American Broadcasting affiliates 

of the in Dubuque, Ia., have appointed 

ts. Chi- Radio Advertising Company, New 

re Wil- York, as exclusive national rep- 

Scott, resentative. 

2-presi- 

lirector, 

mpany, *Lane Bryant advertised this $12.95 
orest STARS OVER KM BC dress exclusively in The Sun. The 
er, sec- size was 112 lines by 2 columns. 
gustine, ‘tapsaatioeare ie ae Department was mobbed. Dress 
ee-Zing, : coe. 8 sold extremely well for two days. 12.95 

Clerks hard-pressed handling 
sales. 

A ae yeh eG ae et pockets 
ed nuts ELE VGIS ENED Y 
ring = Dene Ma / a@ monogram 
all P- i 

planes, 
National 

d. The 

Tinner- 


It’s the kind of sales-action indicated above that makes The Sun rate high in the adver- 
tising plans of manufacturers who seek consistent and low-cost results in the highly 
competitive New York area. Take a tip from merchants who know this market best. Do 
as the department stores do. For 24 consecutive years they have placed more advertising 
in The Sun than any other morning, evening or Sunday newspaper. It’s a sales story the 
stores themselves have written for The Sun based on performance. 


m Ohe sehen Sun 


all KMBC personali- 
am Molen is nation- 
iblicized and nation- 
“own! Sam has made 
® for himself as KMBC 
editor. His nightly 


NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los Angeles by 
Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 


* Reported by The Retail News Bureau. , 
maaan 
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'@ ‘ree & Peters, Inc. OF KANSAS CITY 
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Postal Revenues Gain; 
Will Deficit Be Cut? 
WASHINGTON — The failure 
“Old Man Recession” to make his | 
heralded appearance has upset | 
many of the economic predictions | 
for the year. Like many business | 
firms, the Post Office Department | 
is enjoying the greatest peacetime | 
work load in its history. 


of | 


By STANLEY E. COHEN, Washington Editor. 


volume of publications, direct | 


|mail advertising and parcel post. 


Because of this extra business, 


| revenues for the year ending June | 


30 reached $1,298,434,794—a sum! 
near wartime 1945’s peak. 

Perhaps when the auditors are | 
finished they will find that this | 
extra business—a total $75,486,-_ 
794 more than President Truman | 


| anticipated—has cut significantly | fabulous 60,000,000 job goal 


| the fiscal year. 


Final figures will be important to 
Congressional policymakers, who 
will have te recommend rate leg- 
islation next session. Extra busi- 
ness from allegedly “loser” classes 
could lend weight to those who 
say the deficit should be cured by 
finding new business rather than 
taxing existing customers. 

On the other hand, if the de- 
partmental deficit grows in spite 
of this extra business, it will be 
more difficult to question the de- 
partment’s claim that it cannot 


carry business mail profitably at 


present rates. 


* # * 


Though the nation reached the 
in 


Since February, the department) into the $300,000,000 deficit which | June, there was a sobering report 
has noted a steady increase in the! the department had expected for| that it had also reached a new 


postwar peak of 2,600,000 unem- 
ployed. Reports from 149 princi- 
pal labor markets show increased 
employment in the Great Lakes 
states, the South and the Pacific 
Coast; declining employment in 
the Middle Atlantic states. The 
Bureau of Labor Statistics esti- 
mates that the 60,000,000 job fig- 
ure includes 4,000,000 agricultural 
jobs. It takes more pride in the 
fact that there are 7,000,000 more 
relatively permanent non-agricul- 
tural jobs than on V-J Day. 
Ke * * 


Public Roads Administration 
gave final approval to a master 
plan of 37,681 miles of interstate 
and urban speedways which are to 
be the backbone of the postwar 
national highway program. The 
federal government is offering $1 


1TH SUNDAY MORNING EDITION 


WASHINGTON 4.0. C.’. 


The Evening Star 


ithe Netant baie 


Represented Nationally by: Dan A. Carfoll, 110 E. 42nd St., New York City; The John E. Lutz Co., Tribune Tower, Chicago | 


THE SuRVEY DIVIDED WASHINGTON 
ADULTS INTO FOUR ECONOMIC GROUPS: 


THE A.A.A.A. READER SURVEY REVEALS THAT: 


DAILY AND SUNDAY IN WASHINGTON, D. C. 


You reach more people 
with money to spend on luxuries 
and necessities with The Star 

than you reach with 


any other Washington Paper 


ay , 7 soe oF - T 7 a) aT) 
jals'sisis's'u/ulne 
{| 9| S| m|o| Bin) oo! wo! ow 
F | “EVENING STAR” READERS 


The Evening Star readers included 62.4% of the “Prosperous” (35,400 
people) and 55.3% of the “Upper Middle Class” (151,900 people) — 
more in these groups than is reached by any other Washington daily 


/Sisisisisiginis sis 
= “SUNDAY STAR” READERS' 
|2|\9|\2|\9\ 9/9) 0) e/e|e 
FA | “SUNDAY STAR” READERS| | 


paper 


The Sunday Star readers included 64.9% of the “Prosperous” (36,300 
people) and 63.8% of the “Upper Middle Class” (175,700 people )— 
more in these groups than is reached by any other Washington Sunday 


FACTS NO 1 AND 2 TO REMEMBER ABOUT THE WASHINGTON MARKET: 


Daily and Sunday in Washington, D. C., you reach—more people—more people 
with money to spend with The Star than you reach with any other newspaper 
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billion to match state road build- 
ing expenditures. The system 
reaches 42 state capital cities; wil] | 
serve directly 182 of the 199 US. 
cities of over 50,000 population, 
and will handle about 20% of all 
rural traffic. Urban expressways 
will be built for 35 to 45 mile 
speeds, without stops for traffic 
signals or interference from cross- 
traffic. 


*. * * 


It is hard to find the lesson in 
the House expenditures subcon- 


mittee report protesting that fed- NEW 
eral spending for “propaganda” an alu 
increased 300% since 1941 to $75,- ati 
000,000. Obviously, during the part 
war, public relations and adver- seis 
tising came into their own as a) print 
arm of government. Moreover, tire n 


committee’s figures, lifted bodily 
from a year-old Senate budget 
hearing, lose effectiveness because 
they are vague. They offer only 
lump headings, such as: State 
Department, $30,377,000; Treasury, 
$11,104,000; War Department, $5,- 


It's 
Fic 
Be 


715,000. Presumably these cover NE 
such emergency operations as be bl 
overseas propaganda, war bond air<W 
sales and recruiting. chatt 
* * No’ 
Congressional hostility toward of pil 
“propaganda,” which resulted in ABC 
a $7,500 salary limit and other turn 
curtailments in the Office of Ad- later 
vertising Liaison, prompted the 15-m 
resignations last week of two of Prod 
the four key men who serve as and | 
contacts between the government reser 
and the Advertising Council. p.m. 
Charles Jackson, who has made Syste 
$10,000 as head of the small unit half 
of professional advertising people, Sulli 
quit in disgust and went vaca- les. 
tioning. Simon O. Lesser, account Fo 
executive, who handled such a ne 
sticklers as wartime economic will 
stabilization, veterans’ housing, creas 
and the crisis in education, also unde 
resigned. Lesser may go soon to Bi; 
| the U.S. Office of Education. was 
% * ca to c* 
A Senate small business sub- M 
committee leaves late this month rura 
|\for the Tongas National Forest, p.m. 
where the government wants to fecti 
assist industry in establishing five worl 
|newsprint mills with a total ca- The 
pacity of 1,000,000 tons annually. with 
The committee chairman, Sen. carr’ 
Homer Capehart (R., Ind.) hopes same 
|that one of these mills will ear- verti 
mark its output for small news- tinu 


papers, which have been unable 
to get contracts with existing 
mills. Before adjourning, Con- 
gress authorized the Agriculture 
Department to furnish a continu- 
ing supply of timber to the pro- 
posed mills. 


* * % 


| A special Commerce Depart- 
/ment survey predicts that the 
United States can continue in- 
definitely without depending on 
imported petroleum to bolster do- 
mestic supplies. The department 
‘finds the industry putting an un- 

precedented amount of capital 

and energy into finding new oil 

supplies, and into developing 
|liquid fuels from ‘non-petroleum 
sources. A Senate natural re- 
sources subcommittee agrees that 
there is neither a short-term nor 
long-term oil shortage. It at- 
tributes spot shortages in the Mid- 
| west to “lack of steel.” 


Royal Scot Names Lewis 


Norman Lewis, president ol 
Ridgway Company, St. L 
agency, has been elected secre! 'Y 
and a director of the newly incvr- 
porated Royal Scot Milling Com- 
pany, East St. Louis, Ill., maket 
of poultry and livestock feeds. 


1e 


ils 


| Handles Goddard Product 


Bone MacKenzie & Roy Ltd., 
Toronto, has been appointed sole 
Canadian agent for J. Goddard & 
| Sons Ltd., Leicester, England. The 
James Fisher Company, Toronto, 
will direct advertising for the 
|Goddard products, which include 
plate powder, silver polish, bras: 3 
polish and furniture cream. 
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build- Columbia where it remained until | Erwin, Wasey Expands Lerman to Franklin | pany, Kitchener, Ont., to~ handle 
system nee 1940. Off the air for a year, it re- | . : '/— as the advertising for Eureka vacuum 
3s: will - turned to the mike for the Blue to Latin America a age eee ere cleaners and other Eureka appli- 
9 US. ’ | Network (now ABC) in 1941 and| Erwin, Wasey & Co., New York,| Pore Mea Gommany. Cam. | ances: 
lati orjons has been there since. | has opened its first office in Latin | } “ sidiary ¢ 

on, wack W ie on America with the formation of | ridge, Mass., a subsidiary of the | 
of all Tetons ———— : : z | Boston Athletic Shoe Company, | 
| Seafoods a company in Rio de Janeiro to|; haeudie th ; ti f 
sways ROSEFISH To Olmsted & Foley | be known as “Publicidade—Erwin, | © “andie the promotion of a new | 
; mile FILLETS Ww S.A.” Alfredo C. Mach Lerman line of inflated athletic 
ae Asphalt Roofing Industry Bu-| Wasey 9.4. redo C. Machado} Qo t, including footballs and | 
traffic sets i aa is manager. Seen CNS Segvaaie Sie | 
ga reau, New York, has named Olm- 8 . basketballs and basketball knee- | 
cross- sted & Foley, Minneapolis, to Before the war the agency op-| pads 
handle its first paid space adver-| erated offices in continental j ie Se oe | Cut your composition costs to the 
tising campaign, which will be| Europe and England. The English ‘ | bone, but get just-like-type reproduc- 
ink te launched in October in business | 2d Swedish companies have con-| Gets Hosiery Account tions by using VARI-TYPE service. 
bcon - papers. tinued to operate throughout the Chipman Knitting Mills, Easton, !deal for presentations, folders, house- 
t fed- NEW PACK—A Cello-lined carton with F ———_. war and postwar periods. |Pa., has moved the advertising | — Pop gv for — Poel 
an aluminum foil overwrap features the | Forrest Joins W Pir, CAPA for Roman Stripe hosiery from) planograph work. Write or phone for 
oan new one-pound carton for frozen rose- Arth J F OA Gets Carroll Cosmetics Willard B. Golovin Corporation specimen sheet of type faces and 
15.< fish fillets, product of Gorton-Pew Fish- rthur L. Forrest, for two years : : | to St. Georges & Keyes, New York. | quotations. 
1 the eries CO, @lousester, Mass. The Ger- ee of See gee NBC Jude Carroll, Latin American 
dv er- = lors, red, bl a walt owned and operated stations and | cosmetic firm, has appointed Han- . : tion H 
as a per Page ae pecs for the network’s western divi-|son, Gerber & Shaw Advertising Onward Appoints Walsh Tech Copy ape ror wav 
, tire . sion, has resigned to become sales| Agency, New York, to handle do- The Toronto office of Walsh Ad- __eewegeooe-> Tel.: wr 
bodily N promotion “—. of woel. mestic and foreign magazine and vertising Company has been ap- (RRRGUMARIA awa cee ee 
‘ affiliate in San Antonio, Tex.| newspaper advertising. pointed by the Onward Mfg. Com- | 
udget 8 , 
udget It's o Echo— | 
on @ Fidler Can | 
ate : 
s 
asurv, Be Heard Twice | 
aie New York—Jimmie Fidler will | 
1s as be blanketing the Sunday evening osm ne afta oon nase ta lll ae ee ee te ne se eS agent “ 
bond air-waves with his Hollywood § ae + MMM : os ere rad 
chatter comes Sept. 7. Th ‘4 100 000 S d f Th a5 f M ° A . 
Now on vacation, while a couple | e€ 9 y 0 eatres or ovie vertising 
oward of pinchhitters are conducting his | a ; a Be: ; Sind Sehr a 
led in ABC show at 9:30 p.m., he’ll re- ta ee ae ‘i me a 7 ales oe: : 
other turn to that network one hour ; a (am 
(Ae HS fot ne answers all your questions 
d the 15-minute broadcasts for Carter | os cai: 
wo of Products’ Little Liver Pills, Arrid | zn "a - i re ee ee oe 
rve as and Nair. In addition, Carter has a — e : ae ee i al 
nment reserved Sunday from 8:30-8:45 a i 
neil pm. over Mutual Broadcasting | U i 
made System for Fidler’s gossip, on be- | argo ae Sere ca ; “ 
ll unit half of Arrid only. Agency is as ; tains . ‘Sa 
eople, Sullivan, Stauffer, Colwell & Bay- oe ‘ ae eae = 5 mA wea 
vaca- les. 
ccount For Mutual this new business— 
| such a network of around 200 stations | 
nomic will be used—will mean an in-| 
—— crease in time income of slightly | 
1, also under $500,000. - 
oon to Big money news of the week —, QUALITY? ==""="=" 
was ABC’s loss of Lum & Abner | a oor 
to CBS. aot Te 
3 sub- Miles Laboratories’ shift of the | , TERRITORIES? == 
month rural cut-ups to Columbia (5:45 
Forest, p.m. Monday through Friday) ef- 
nts to fective Sept. 29 will boost the net- | 
ng five work’s net billings by $1,000,000. If you wanted to promote the sale in New Orleans 
‘al ca- The serial, a perennial favorite of a commonly used, low cost article, would the ? 
nually. with rural listeners, currently is Movie Advertising Bureau's Study tell you which 
_ Sen. carried over American with the theatres to select for a movie advertising cam- ®@ 
hopes same sponsor through Wade Ad- paign? Would the Beacon Theatre be a good buy 
ll ear- vertising Agency, which will con- 
news- tinue to handle the show. . lity article 
unable Lum and Abner first appeared Or if your product was 4 sey nage Po . Koko- 
xisting on the air with a sponsor in 1931. | what theatres would you use wr pag a U.S.)—and why @ 
Con- Quaker Oats Company paid the mo, Indiana (or anywhere else im - 
culture bill for them over NBC. Seven Will th 
yntinu- years later the program shifted to he Movie Ad sg. 
e pro- | ‘ould you use to reach the Continuing Stud Thee Bureau's 
W hat theatres wo ket olauanl Y of Theatres fo : 
Kansas and Nebraska farm marke ertising answer such 5 [Or movie 
a oe taste circulation @ qestions as thes 
with the minimum of waste ee 
repart- REACH THE | 
at the | 
ue in- 
ing on THE STUDY GIVES ALL THE FACTS 
er do- 
rtment ‘ — , ‘ ; 
ro gyn The Study covers virtually all the nation’s 18,000 movie theatres, comparing the 11,250 available 
capital | for movie advertising with theatres which, up to the present, are not available. 
ew oil The Continuing Study (it’s exclusive with Movie Advertising Bureau) is mot a limited collection 
eloping 8 y 8 
soleumn | of data. It’s a made-to-your-measure report service compiled, checked and kept continuously up-to- 
al re- date by fast, accurate IBM system — a system used only by The Bureau in this field. 
es oes The Study helps you fit the medium to your markets—supplies you with up-to-date facts and 
‘m nor ° 
n arte | figures on any size market you select. 
e Mid- Remember: Only Movie Advertising Bureau offers The Continuing Study serviced and kept 
up-to-date by IBM. 
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Walter Lowen 


PLACEMENT AGENCY 


2 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 


Executive ® Copy ® Art ® Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 
New York 17, N. Y. 
LExington 2-8862 


i i i he Saat ieee tannins | 


EXECUTIVE, MAIL ORDER EX- 
PERIENCE PREFERRED, to handle 
membership problems and pre- 
pare membership material for 
national headquarters and nu- 
merous local chapters of large 
30 year old national organiza- 
tion located in medium sized 
midwestern city. Must be a 
veteran, able writer and or- 
ganizer. Permanent position. 
Substantial starting salary. 


ad 


Box 6789, ADVERTISING ACE 
100 E. Ohio St., Chicago 11, Ill. 
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PRODUCTION SUPERINTENDENT. 
MAIL ORDER OR lettershop ex- 
perience preferred. To super- 
vise large conveyor belt mail 
opening operation in pleasant 
Ohio city. Must be a veteran 
with enviable character record. 
Permanent position with excel- 
lent pay. 


Box 6790, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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6 ee 


~~ 


ee ee em ee ee ee ee ee ee ee! 


TWO AGENCY MEN 
CAN BE PROPOSITIONED 


Yes, two hot agency men would just as 
soon leave Chicago or take on a better 
deal here—together or singly with 
a manufacturer or another agency. 
ACCOUNT EXECUTIVE Age 31 College 
grad 8 years advertising experience At 
present handling advertising, merchandising 
and promotion of National and Sectional ac 
counts Major experience in food, soft drinks, 
appliances and beer aecounts Neat aggeres 
sive, sharp 
PRODUCTION MANAGER-—Age 30-—College 
grad—‘omplete knowledge graphic arts, typog 
raphy new spaper and magazine reproduction, 
all printing processes, outdoor lirect mail 
Experienced agency traffic control and account 
contact 

Box 6785, ADVERTISING AGE 

i00 E. Ohio St., Chicago II, Illinois 


OPENING FOR 
ADVERTISING 
ACCOUNT EXECUTIVE 
Growing New York Agency with top flight 
creative and merchandising staff has ex- 
cellent opportunity for man who can con- 


trol worthwhile accounts Replies will be 
held in strictest confidence Box 6787, 


Advertising Age, 330 W. 42nd St., New 
York 18, Y. 


RATES: 60¢ 


25 letters 
noon, 11 days 


per column inch. Regular card- discounts on multiple insertions and space over 5 inches apply on display 


HELP WANTED 


HELP WANTED 


ADVERTISING & PU BLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 8S. State St., Har. 2063, _ Chicago 


Advertising agency account manager 
(with minimum 5 years agency or 
direct-mail experience) to service 
established clients of 15 year old 
leading Texas agency. Replies con- 
fidential. Our staff knows of this ad. 

Box 9065, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 
CHICAGO AREA 
SPACE SALESMAN 

Leading industrial publication of its 
kind wants part time Space Sales- 
man Chicago Area. Commission 
basis. Give details first letter. Good 


opportunity. 
Box 9069, ADVERTISING AGE 
Ohio St., Chicago 11, Ill. 


__100 EB. 
~ ADVERTISING & PUBLISHING _ 
Personnel Service. Op- 


tecognized 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago “3 


ADV. AGENCY ACCT, EXEC.: 
Able to secure billing; to associate 
with reputable agency. Congenial 
surroundings; complete competent 
staff; profitable arrangements. Re- 
ply in strictest confidence. 

Box 9068, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Wanted: ~ Outdoor Sports C opy writer 
Advertising agency, with 30 years 
»xperience in merchandising outdoor 
products, has an opening for an ex- 
perienced copywriter who knows 
the outdoor field and can write its 
language fluently. Opportunity for 
a permanent and pleasant connec- 
tion in a solid, highly rated northern 
Indiana agency. The entire staff of 
our company knows about this ad- 
vertisement. Write for interview. 
Box $076, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


INVES TOR WANTED 
Wanted—Man who wants to 
in his future 
Amount—His time and all his ability 
Reason—To get New Clients for this 
Company’s specialized type of Con- 


invest 


sumer Research 

Acceptance—One Half Million Dol- 

lars Worth of Free Publicity. 15 

Blue Chip Accounts 

Terms—25% of all Gross Billings 

Limit—The Sky 

Contact—La,. 4-85 few York _ 
WANTE D 


MID-WEST SPACE 


SALESMAN 
Chicago office 


of national magazine 
wants intelligent, experienced man 
to sell space to both agencies and 
their clients. This position is per- 
manent, and pays well, but will 
require plenty of travel and hard 
work. The publication is growing 
and this is an opportunity to grow 
with it into something really sub- 
stantial. Applicant must have good 
knowledge of agencies, and be ma- 
ture enough to meet important peo- 
ple on an equal intellectual level. 
Write fully in first letter. 
Box 9078, ADVERTISING 
100 E. Ohio St., 


AGE 
Chicago 11, Il. 


OPPORTUNITY FOR SALES 
PROMOTION MANAGER 


"A five figure possibility awaits some 
merchandising minded experienced man 
now employed by an appliance manufac- 
turer or advertising agency. Must have 
practical field experience, be versed in 
retail promotions, sales training, have a 
knowledge of production of printed mat- 
ter, displays, signs, etc. If you think you 
are this man and are interested in join- 
ing a well financed advertising agency to 
handle sales promotion on an appliance 
account, write air mail, special delivery, 
giving complete details of your experi- 
ence, references, present earnings, en- 
closing photograph, which will be re- 
turned. Box 6788, ADVERTISING AGE, 
100 E. Ohio St., Chicago II, Illinois. 


Just Being Introduced 
MULTI-COLOR 


MOVING LITE 
ELECTRIC DISPLAY 


Animated, scintillating motion without mechanical action— 
No motors—no gears—no moving parts. 


ADVERTISING SALESMEN 
Earn $5,000 to $25,000 and more yearly 


Destined to revolutionize the neon industry 


and foreign patents 


welcome this unique opportunity 


Protected by United States 


Salesmen with clientele among quantity users will 
Write today for 


particulars 


THE OHIO ADVERTISING DISPLAY COMPANY 


Ohio Display Building, Pearl Street 


Cincinnati 2, Ohio 


CASTLE &- ASSOCIATES, INC. 
Specialists in 
ADVERTISING & EDITORIAL 
Personnel 
ELINOR KENT, Women’s Dept. 
P. J. STEPHENSON, Men’s Dept. 
“A Nation-Wide Service” 

220 S. STATE ST. CHICAGO 4 
hone HAR rison 9800 
Publie relations specialist wanted 
at once, with strong background in 
labor-management relations, to 
manage-operate new PR office in 
growing Virginia industrial area 
(not Richmond), Unusual opportu- 
nity for right person. Owner’s re- 


lated interests elsewhere necessi- 
tates working associate. Salary 
plus share profits. Write fully, P. O 
Box 571, Richmond, Va. 


OPPORTUNITY FOR 
ADVERTISING ASSISTANT 
Advertising manager of well-known 
Chicago food processing equipment 
manufacturer needs young assistant. 
Prefers single man, college gradu- 
ate, with 2 or 3 years of industrial 
advertising experience, with orderly 
habits, an easy writing style and 
some knowledge of advertising pro- 
duction. Steady advancement for 
right man. Write fully stating sal- 

ary expected. 
Box 9080, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PRODUCTION MAN OR WOMAN | 


Opportunity medium size Chicago 
agency. Must be experienced. Re- 
ply full details 
Box 9082, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. _ 
POSITIONS WANTED 
NOW PURSUING HAPPINESS 


4A copywriter hard, soft goods will 
go farther than anywhere for $5,000. 

Box 9074, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING MANAGER to head 
department for progressive firm. 
Outstanding record in copy, mer- 
chandising, sales promotion. Good 
organizer and planner. Age, 39. 

Box 9075, ADVERTISING AGE 

__ 100 E. Ohio St., Chicago 11, 

“ADVERTISING MANAGER 
Seasoned experience, real 
ability, sound judgment, capacity; 
14 yrs. as executive medium-sized 
agency, experienced in all creative 
and production details; plus 9 yrs. 
as small-city newspaper publisher. 
Age 51, single, available now; pre- 
fer consumer-products manufacturer 
in midwest area. Minimum $8,000. 

Box 9077, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

PRODUCTION—GENERAL 

MANAGER 
Seasoned agency manager can take 
a load off your shoulders. 20 years 
experience copy, layout, production, 
contact, administration, sales pro- 
motion. Age 37; salary $10,000. 

Box 9081, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES AVAILABLE 
Advertising representative available 
Chicago and Midwestern territory. 
10 years experience on national 
trade publications. Excellent produc- 
tion record and references. Age 36. 

Box 9066, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


_ REPRESENTATIVES WANTED 
Publishers representative wanted 
for New England by National preci- 
sion metalworking publication. 
Please give full details including 
experience, qualifications and pres- 
ent connections. 

Box 9079, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
co ~soMESCE ELL ANEOUS 

AVAILABLE 


SPACE 
North light in industrial mfg. 
approximately 700 sq. ft., 
ger and freight elevators. 
floor, 429 W. Superior St. SUP 9089. 


bldg., 
passen- 


Galliher Adds Duties 


W. I. Galliher, who has been 
with Columbia Chemical division 
of Pittsburgh Plate Glass Com- 
pany since 1931, and executive 


| sales manager since 1943, has been 


| burgh subsidiary. 


given the added position of ex- 
ecutive sales manager of South- 
ern Alkali Corporation, a Pitts- 
His headquar- 
ters will be in Pittsburgh. 


K&E Names Chalmers 


William Chalmers, for several 
vears an executive of the Biow 
Company, and more recently as- 
istant advertising manager of 
Richard Hudnut Sales Company, 
New York, has joined Kenyon & 
Eckhardt, New York, as assistant 
to the executive vice-president. 


Hicks Rejoins Agency 

L. P. Hicks, who for the past 
five years has been president and 
general manager of Koppitz-Mel- 
chers, Inc., Detroit brewery, has 
returned to full time duties at his 
advertising agency, Livingstone- 
Porter-Hicks, Detroit. The agency 
is establishing branch offices in 
Chicago and Pittsburgh. 


creative | 
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Bendix Appliances 
Sees Record Sales 
for Rest of Year 


Production Hits 
Peak; $1,000,000 
Contest Launched 


SoutHu BEND, IND. — Bendix 
Home Appliances, Inc., which set 
a production record for the first 
half of 1947, expects to find a 
ready market for its automatic 
washing machines—at the current 
level of production—for the re- 
mainder of the year at least. 

That’s the belief of Judson S. 
Sayre, president. It is based on a 
well-integrated production sched- 
ule, continuing demand for a 
proved automatic washer, and an 
aggressive sales and advertising 
program. 

The South Bend company pro- 
duced 296,000 automatic washing 
machines during the first half of 
’°47, a total not far from its entire 
prewar output of 335,000 units. 
Stars on the production team, said 
Mr. Sayre, included personnel, 
flexibility of operations, intelli- 
gent planning and tightly-knit co- 
ordination. 

Output went into high gear in 
February and maintained a 
monthly average of just under 50,- 
000 units, despite material short- 
ages. The company has contracted 
for two assembly operations, with 
deluxe models being made by 
Clyde Porcelain Steel Corpora- 
tion, Clyde, O., and _ standard 
models being assembled by the 
Ingersoll Steel division of Borg- 
Warner Corporation, Chicago. 


Quotas to Be Kept 


A production goal of 50,000 
washers monthly was outlined to 
suppliers in October, 1945, follow- 
ing market surveys covering the 
entire industry. Quotas now are 
based on a monthly production of 
55,000 units against distributors’ 
and dealers’ market potentials, 
according to W. F. Linville, gen- 
eral sales manager of the com- 
pany. In a third of the market, 
he said, dealers are asking and re- 
ceiving more units than _ their 
established quotas. Although 
over-quota shipments in recent 
weeks have amounted to 33 1/3 to 
100% in different markets, the 
postwar quotas are to continue in- 
definitely, he added. 


In addition to washers, Bendix 
also is getting into the automatic 


|ironer and dryer market, with 
‘both items being assembled by 
Buhl Mfg. Company, Detroit, 


where first quantity production 
began last spring. 

In the “biggest sales contest on 
record,’ Bendix is offering its 
distributors and dealers more than 
$1,000,000 worth of prizes —to 
keep sales at a record peak. Com- 
peting for prizes, ranging from 
merchandise to vacation trips, will 
be almost 20,000 retail sales 
people, 250 wholesale salesmen 
and the sales managers of 79 dis- 
tributors. The contest will run 
from Aug. 1 through Dec. 13. Dis- 
tributors will cooperate with Ben- 
dix in donating the prizes, which 
will go for the best retail sales 
records during the August-De- 
cember period. 


HAMILTON DRYER 
TO MAKE DEBUT 


Two Rivers, Wis. — Hamilton 


Mfg. Company has picked the Mil- | 


waukee area for the first of a 
series of localized advertising and 


sales campaigns for the Hamilton | 


automatic clothes dryer. Initial 
copy, promising immediate de- 
livery, was a full-page newspaper 
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PREMIUM—New in the specialty field 
is ihis Lee Safety ash tray made of 
aluminum and available in red, creen, 
blue or gold. The item is mad. by 
Federal Mfg. Co., Minneapolis. 


ad by the three Schuster store; 
there. 

Howell E. Evans, vice-presidey 
in charge of sales, said dryer pro- 
duction has reached the point 
where the company can open up 
selected markets in various parts 
of the country. “Just as Hamil- 
ton was the first to build an auto- 
matic clothes dryer for home 
laundry use 10 years ago, so are 
we the first to introduce the new 
postwar model to the public,” he 
said. 

When production was halted by 
the war, Mr. Evans said, some 5,- 
000 Hamilton dryers were in serv- 
ice in homes and apartments. The 
new models, embodying improve- 
ments in design, speed and effi- 
ciency, are available in both ga: 
and electric models. 


International 
Ad Information 
Center Planned 


Paris—Plans to set up an in- 
ternational documentary  cente 
here, chiefly to compile data on 
media rates and other materia! 
useful to agencies and advertisers, 
have been initiated by action of 
the Federation Francaise de la 
Publicite. 

The French advertising group 
sponsored a recent meeting of ad- 
vertising men from various coun- 
tries to discuss creation of the 
clearing house and of a new in- 
ternational federation of advertis- 
ing men. 

Decision was made to draw up 
the plans under a committee to 


be appointed later. It will be 
headed by a Briton. 
As proposed, the information 


center would “collect, centralize, 
keep up to date and disseminate 
professional documentation which 
is at present too scattered. It 
would include not only advertising 
practice and legislative and com- 
mercial professional regulations in 
each country, but also standard 
up-to-date index cards and files 
of practical information concern- 
ing the description and rates 0! 
the various media, with equiva- 
lence of prices, weights and meas- 
ures in the currency and measur¢ 
of each country.” 

Nations represented at the initia! 


conference were Belgium, Brazi! 
Czechoslovakia, Great Britain 
Holland, Italy, Lebanon, Mexico 


France and Switzerland. 


Can Manufacturers 
Name Alfred Politz 


Can Manufacturers Institu.c, 
New York, has retained Alfred 


Politz, president of Alfred Po itz 
Research, New York, to rev 
and analyze its basic operatio 
research plan. 

Explaining the appointmen! 
Harold H. Jaeger, new director 0! 
advertising of the institute, said 
“Since the institute’s advertising 
research and _ public relations 
programs are guided by basic out- 
lines and recommendations dic- 
tated by an industry and product 
research program conducted dur- 
ing the war years, a complete re- 
view of the program is indicated 
as a first step toward evaluating 
and planning the institute’s future 
activities.” 


3 ER wg 3 : : - he Sy a = = ” ee 5 a see eS : z: 2 ane is ; e  « SS ae x 7 tel : 
| ee Advi 
ee eee ad Pe 

per minimum $3. Cash with order. bold face heads (maximum two lines) " ; 

a — is ihe body face 34 per line bogee bers add two lines. Copy deadline | Pe ~~ Iss 
| es . ~~ ie 
| id | — Yaa cyel 
| ae and 

a | | - of 
erer 
Pre; 
i 
Jo a aa nee ll Chu 
Mw 
es ARNEL, ep 
' ally 
‘c 0 
met 
hel 
syl 
I 
| 29 
| ogi: 
phe 
¢ of 
: | eva 
) | ing 
| | ea tio 
lin} 
| i | tio 
) | | ’ 
adi 
| tre 
. titi 
| ooo res 
a of 
i me 
ter 
rei 
: { Pr 
de 
be 
Ww 
F th 
| pr 
tis 
re 
| | ‘s 
be 
N 
hi 
pl 
| 1S 
bi 
} cl 
m 
IT 
| | 
| SS 
— —— 
Pe ee 
Pb 
—. OOTY 
Fc i eS AR A ne RR ihre 
enero me TR EE ES A TT 
| | eel 
ee a _ | 
} 
a —= 
ee 
SS  — 
ee ee @ 
SS. — 


Pennsylvania U. 
Issues Consumer 


Advertising Age, August 11, 1947 


Research Report 


PHILADELPHIA — ‘“‘Measurement 


Names Representatives 


Kolograph Company, Los An- 
geles, manufacturer of three-di- 
mensional display units, has 
named the following national sales 
representatives; Charles S. Fris- 
bie, Milwaukee, central sales 
manager; Herbert H. Cooper, Los 


Plans Ad Drive 
for New Industry | 


Boston — Massachusetts is go- 
ing to tell business men about the | 
three important attractions it of-| 


bilities offered by the state will | 
be stressed as the third drawing | 
card. “In 1946,” according to the | 
state group, “40% of all U. S.| 
retail sales, and over 70% of all} 
Canadian retail sales were made 
within 500 miles of this state.” 


For a successful 


of Consumer Interest,” an en- >| fers to new industries. Publication schedule includes 
cyclopedic book on the techniques eg go meinen Oe Lacks: The 1947-48 campaign of the ~ ge Ace — a PREMIUM 
and methods for the measurement} Hayden & Cate, Boston; Fairbank | Massachusetts Development and po aici 
of consumer attitudes and pref-|Sales Equipment Company, Se-| Industrial Commission, handled ; | 2 
erences, has been published by|attle; Dealer Sales Builders, San|by the James Thomas Chirurg 
Ity field the University of Pennsylvania| Francisco; W. W. MacGruder,|Company, will stress the state’s|‘Alaska Traffic’ Bows | ‘". M A | L | N G 
‘om of Press ($3.50). Denver; Donald C. Smith, Chi-|labor resource of “cooperative thie, Sain © wale me 
the The volume, edited by C. West| ©2890; and Elton H. Gujer, Duluth. | yankee craftsmen” who offer “un- Heation of i a pion oo ge il 
nolis. / Oa or ge og Ackoff — prose oe Bes a se voted to news of inter-continental | # Consult 
Murray ax oO e university’s attitude toward management.” trade, aviation and transport, is | 
ae epartment of philosophy, is actu- Carter to Alco-Gravure “The second major attraction,” | due to make its initial pres nes - 
ally a complete text report, in| Paul S. Carter, for five years in|the commission declares, “is the | with the Aug. 15 issue. James A.| § BRUCE RICHARDS 
nin conventional book binding, of a|Charge of publications at Fair-| presence of research and con-| Nelson, formerly editor of the 
a “conference on experimental| Child Aircraft, Hagerstown, Md.,| sulting facilities unequalled any-|Daily Times, Cordova, Alaska, is | 3 CORPORATION 
esiden method” in consumer research and formerly with Time, Inc., and| yore in the world.” an increas- editor and publisher, and John M. | 131 E. 23rd § 
er pri nai ak tiie Sues at Penne Newspaper Groups, Inc., has been inate inmedindt toe pear bps oa Palmer, formerly manager of the . t., New York 10 
point vigil in May, 1946 appointed sales promotion man- b i d dent Portland Advertising Bureau, is " hai 
pen up s} l , -_ ager of the Alco-Gravure division |P©comes ever more dependent) advertising manager. The new | BRMPSSSyieiesseses 
S parts In a series of panel discussions, | of Publications Corporation, Ho- | upon research. _ | publication is published at 2237) aA ONES 
Hamil. 99 research authorities, psychol- boken, N. J. | The favorable marketing possi-|N.E. 9th Ave., Portland, Ore. 
n auto- ogists, Sociologists and philoso- 
heene phers discussed practical problems 
os are of conducting research, ways of 
he new evaluating preferences, the mean- 
lic.” he ing of measurement, specifica- 
. tions for consumer goods, samp- 
ited by ling techniques and the applica- 
ome §.- tion of measurement of attitudes. 
saath. Their discussions, usually on an 
ts. The advanced academic plane, of ex- 
nprove- treme interest to competent prac- | 
nd effi- titioners but probably of minor 
oth ga: interest to the ordinary user of 


research in these fields, is faith- 
fully catalogued in “Measurement 
of Consumer Interest.” 

If the technical discussions of 
methodology do not prove too in- 


history, politics... helped give 


1 teresting to the non-technical | 
| reader, however, the report of 
| Prof. Colston Warne’s talk (presi- 
dent of Consumers’ Union) is to 
an in- be excepted. As an exposition of | 
cente what the consumer movement 
jata on thinks of a good many business 
nateria! practices and especially of adver- | 
ertisers, tising, and as a report on the di- | 
ction of rection which the consumer move- | 
de la ment is likely to take, it should 
be of major interest to all admen. | 
; group 
z of ad- | 
a McCall Elects Allyn 
a “1 McCall Corporation, New York, | 
7s has elected Stanley Charles Allyn, | 
dvertis- president of National Cash Reg- 
ister Company, Dayton, to its 
lraw up board of directors. Mr. Allyn is 
ittee to chairman of the executive com- 
will be mittee of the District Develop- 
ment Committee of Dayton, where Ed it it t \ | 
rmation McCall maintains its printing and t or consu 7 exper e 
xtwatioe related manufacturing plant. 
eminate Supersonic planes faster than atomic diagrams, jet propulsions is the comics magazines. With 
2 which sound...amachine that remembers — ...“Shucks,” says Shorty. “The more than 50,000,000 monthly 
es a thousand numbers...electron comics had ’em years ago...” circulation, comics magazines are 
1d com- microscopes for improving food the most popular periodicals in 
itions in 7, processes...supercyclotron...chain Awp they did! The comics _ print...and among the 14,000,000 
aya reaction of radioactive isotopes... magazines have conditioned young —_ U.S. families with children of 8-20 
| . iP ania’ i. « ; ; o se REY of the 
eannen- in the basic sources With such stuff coming over minds far beyond the range of the — reach S07 otihe homes, 85 o of the 
rates of the news tickers and making front conventional textbooks...increased — youngsters, 40% of the adults. And 
hana OF MARKET INFORMATION page stories, even the Managing — their understanding not only of 9 of10 comics magazine readers are 
meas- | . . . . . . . . 
»sernanl | Editor, who once wonan M.A.from science, but of people, literature, — regular readers of the best in comics 
| Harvard, and is not entirely short 


-the National Comics Group! 


re initial of sophistication ... finds himself — junior’s I.Q. a jump on his elders’. National Comics, identifiable by 
Pan | out of his depth. But he found there So today in the better families, | the Superman-DC symbol on the 
Mexico was a science expert in ¢ Dad goes into a huddle —covers—have more than 8 million 
the city room! et ' with Shorty on the best monthly circulation ABC, long life, 
| Now, whenever some ™%. IX (J j\ em electric dish washer to high multiple readership, effective 
) es scientific toughy trickles “SW + Vax AS buy...the radio with the impact, potent sales influence... 
—— | in from the news service M ‘ BO) a) hottest improvements... cost only about a third as much as 
Institue, Gy | * Advertising Age's and the M.E. wants to know he car with the fastest general magazine circulation . 
, :s = P CONSUMER MARKET DATA BOOK | what it means, he consults Shorty! acceleration and best transmission are used by an impressive list of 
rev | Shorty is a copy boy... high system...the merits of fluorescent national advertisers for sales over 
sin schoolsenior,seventeen,withagood lighting, air conditioning, radiant the counter, mail orders, box top 
intment head, partial to loud ties and quiet _ heating, deep freezers. returns, inquiries, profitable 
geet . thinking...and at home among Shorty’s favorite literature, response. For full details, 
ertising. | § radar riddles, television techniques, like most young Americans’, get in touch with... 
relations 
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INDUSTRIAL MARKET DATA BOOK 


| * Industrial Marketing's 


t Ri The National Comics Group 


RICHARD A. FELDON & CO.. 


INC. National Advertising Representatives 


205 East 42nd Street, New York 17, N.Y. « Chicago « Los Angeles ¢ San Francisco 
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__ |PR Firm Branches 
ms '.  |Into Advertising 
‘| Public Relations Research Serv- 
LE ice, Pittsburgh agency operating 
|exclusively in the public relations 
| | field, has branched into advertis- 
| ing. John H. Burler has been 


; 
ecal ° 
sv as ix 'S - |}|named advertising director and 
po not with 0 ' | Eric J. Cudd, public relations di- 
conte pa a\R hat — . |rector. Grace A. Stoops and Wal- 
aati y final om os a met . |ter D. Lafferty have been moved 
- roces” 3 N28 pee ,| from public relations into adver- 
gerail © on winne '|tising to handle production and | 
of of 2 gaint | copy. 
ertect gest Rules |. The agency has added the fol-| 
wave the con 4 be ‘lowing _new clients: Culligan | 
ude you won’ one | Softer Water Service of Pitts-| 
tne » te prizes as burgh, Happy Babe Mfg. Com-| 
a. ran ye 7 | pany and Allegheny Boat Sales. | 
ayine e contest a | 
> sot 4 ; jan nine 


| . 
=. call fot Pay ts Issues 1947 Directory | 


down on a per capita and volume 
basis of the consumption of dis- 
tilled spirits and wines, accord- 
ing to types. Included in the 
analysis are market maps for each 
type of beverage, providing vis- 
ual illustration of the various 
consumption patterns. 
The price is $10. 


Markmann Opens Office 


Charles Lam Markmann, who 
joined the New York Times in 
1942 after seven years with the 
New York Daily News, has opened 
an industrial and_ institutional 
public relations office at 304 E. 
41st St., New York. 


Appoints Everling 


Elliott-Lewis Company, Phila- 
delphia, has appointed Lawrence 


| . | ; e * 
* iasel W of Liquor Industry I. Everling, Inc., Philadelphia, to 
comontest: -_ | Att Sihiention: thew Cask |handle its advertising. Newspa- 
\ se Ta |has issued the 1947 edition of the | Pets Will be used. 


NEW YORK 
LOS ANGELES 


; | “Red Book Encyclopaedic Direc- 


| Industries,” which has been pub- 


|the U.S. wine and liquor market 
giving a_ state-by-state break- 


lished since 1936. A new feature | 


|of the directory is an analysis of | cleaners, has placed its advertis- 


tory of the Alcoholic Beverage | TO Booker-Cooper 


Filtex Corporation, Los An- 
geles, manufacturer of vacuum 


ing with Booker-Cooper, Inc., Los 
Angeles. 


William S. Paley, chairman of the board of CBS, and his bride, 
the former Mrs. Barbara Cushing Mortimer, sailed on Aug. 1 on 
the Queen Elizabeth for a wedding trip abroad. The couple was 
married July 28... 

Heading publicity for the Detroit chapter of the National Office 
Management Association for 1947-1948 is Lathrop Morse, of Ross 
Roy, Inc. . . Herbert Marcus, pres. of Dallas’ Neiman-Marcus store, 
has been vacationing in Atlantic City, following medical treatment 
for an eye condition... 

It’s a third daughter, born July 25, at the home of Sam Teitleman, 
research wizard on the sales staff of Armour & Co., Chicago. . 
The second of the Chicago Tribune’s 18 prize homes, which has 
been opened for public demonstration in suburban Highland Park, 
Ill., has been purchased by 
Louis F. Kroeck of the Avery- 
Knodel ad agency. When the 
would-be home owners get 
through inspecting the house, 
the Kroecks will move in... 

Station WKRC is getting 
along in the Cincinnati heat 
while Hulbert Taft Jr., manag- 
ing director, and David Taft, 
mgr. of WCTS, the station’s FM 
affiliate, are cooling off in Bid- 
deford Pool, Me. Joel W. Sto- 
vall, promotion mgr., is spend- 
ing his two weeks at Saranac 
Lake, N. Y. . . Jim Randolph, 
program mgr. of KVOO, Tulsa, 
and his family will be enjoy- 
ing Lake Michigan’s breezes 
until Aug. 15... 

Betty Oliver, publisher of 


Business Girl, Dallas, is fea- 
tured.in “There’s Money in It,” 
in the August Coronet, which 
tells how she started her maga- 
zine two and a half years ago 
on the strength of an idea, $7.50 
and credit. . . Alfred N. Miller, 
director of Alfred-George As- 
sociates, New York agency, has 


BACK FROM EUROPE—Harry A. 
Bullis, president of General Mills, and 
Henry Kingman, Minneapolis banker 
and a GM director, appear pleased 
with the results of a six-week tour of 
nine European countries during which 
they surveyed economic conditions in 
general and the milling industry in 
particular. They were snapped upon 
their arrival at La Guardia Field. 


AT 


Since they continue working years after they have 
paid for themselves—by investing only 10°, of your 
advertising appropriation in Artkraft* dealer signs 
annually the fifth year you have the equivalent of an 
appropriation one and a half times as great as your 
actual expenditure. 


A dealer sign program affords point-of-purchase 
identification. 


MAKES OTHER FORMS OF NATIONAL AD- 
VERTISING 5 TIMES AS EFFECTIVE and can 
INCREASE YOUR SALES 14.6%**. 


porcelain 


per bus 
Some leading national advertisers budget more aap 
money for dealer signs than for any other medium. 


IMMEDIATE DELIVERY 
ON QUANTITY ORDERS 


For a quarter century we have regularly served 
countless leading merchandisers including Westing- 
house, Frigidaire, Delco-Heat, Kelvinator, Shell, yas. 
A & P, Pittsburgh Paints, Lowe Brothers Paints, 
Dupont, and many others. 


THE FINEST SIGNS 


are now made possible by our new streamlined 
production methods. Exclusive Underwriter ap- 
proved features include: Porcel-M-Bos'd letters 
raised out of the heavy sheet steel, producing a 
sign 75% more attractive and readable; all 
welded and electro-galvanized frame construc- 
tion; bonderized and baked synthetic enamel or 


streamlined front end permits access to sign 
for servicing without use of tools. Rugged cop- 


cable. Tube sections rest on (not against) tube 


ing. This provides a definite centering where 
tubes enter the sign, and makes unsightly bush- 

ings unnecessary. A heavy duty phosphor bronze 
* spring clip on the end of the electrode has a 
fork-like end opening for easy, positive contact 
with the bus bar and quick removal for service. 
Cold cathode fluorescent tube grid illuminates 
dealer's name panel, eliminating lamp replace- 
ments. Certified audited records show Artkraft* 
signs to be 999/1000 perfect over a period of 


EVER PRODUCED 
THE LOWEST COST 
IN HISTORY 


finish. No exposed bolts. Removable 


bar replaces insulated high tension 


effecting the first positive tube mount- 


THE ARTKRAFT* SIGN 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


Lima, Ohio, U.S.A. 


SIGNS OF 
LONG LIFE* FOR 
QUANTITY BUYERS 


900 Kibby Street 


"Trademarks Reg. U. S. Pat. Off Name 
**Proved by actual audited research Firm 
City 


THIS COUPON FOR YOUR CONVENIENCE 
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THE ARTKRAFT* SIGN COMPANY 

Division of Artkraft* Manufacturing Corporation 

Lima, Ohio, U.S.A. 
Please send, without obligation, details on 


( ) Artkraft* outdoor dealer neon signs 
( ) Artkraft* Porcel-M-Bos'd store front signs 


been appointed supervisor of 
the advertising division of the College of the City of New York, 
evening branch. 

Alfred G. Peart and John H. Rehm, partners, are celebrating the 
20th anniversary of Paris & Peart, New York agency. .. John H. 
Wright, who rose from bookkeeper to v.p. of Owens-Illinois Glass 
Co., Toledo, and gen’l mgr. of its Libbey Glass div., will retire 
Dec. 31. He has been with Libbey for 43 years. He will be suc- 
ceeded by Frank T. Nesbitt, also a v.p. of Owens-Illinois. . . 

A bond slogan, “Make Payday Bonpay—Buy U. S. Bonds,” cre- 
ated by Arnold Freedman of the Henry J. Kaufman ad agency, 
Washington, will be used throughout the country to promote pay- 
roll savings for the Treasury Dept... 

Helen Giddings, typist at Kal, Ehrlich & Merrick ad agency in 
Washington, D. C., collected a cash prize and an appearance on 
“Date with Jerry” show following her appearance as a singer on 
Station WTOP’s “Top Talent” show. . . 

Earl R. Foster, who has retired as mgr. of the Indianapolis branch 
of the Maytag Co. after 21 years with the company, plans a moose 
hunting and fishing trip in Canada. 

Arthur Van Horn, announcer-producer of WOR, New York, and 
Virginia Dunning, a member of the Skowhegan, Me., summer stock 
company, were 
married July 24 at 
Greenwich, Conn., 
and will make their 
home in New York. 
Mr. Van Horn pro- 
duces “Scout About 
Town” and other 
shows for WOR- 
Mutual. . . Eugene 
C. Pulliam, pub- 
lisher of six Indiana 
and two Arizona 
newspapers, and 
his wife, who is an 
associate editor of 
the enterprises, are 
on a trip to 28 na- 
tions, located on 
every continent but 
Australia. They'll 
write a series of ar- 
ticles on their find- 
ings when they re- 
oy. ae 

Peter McDonald 
bowed in on July 
19, giving the Jerry 
McDonalds (he’s 
v.p. and sales mgr. 
of Williams, Law- 
rence & Cresmer, 
newspaper's repre- 
sentative) their seventh youngster. . Walter Kaner, who heads 
the New York publicity and public relations firm bearing his 
name—and who gained national attention while in the service for 
his broadcasts as ““Tokyo Mose” over the Armed Forces Radio Net- 
work in Japan—has signed with the Ben Tucker Hudson Bay Fur 
Co. of Brooklyn to conduct three Broadway commentary programs 
weekly on WINS, New York... 


DOPESTER—Jerome B. Gray, founder and partner 
of Gray & Rogers, Philadelphia agency, now can 
pursue his favorite sport—picking winners—a-strad- 
dle a pony of his own, a birthday gift from his 
employes. The horse was bought at an antique 
shop in Bucks County, Pa., and came originally 
from the first steam-powered merry-go-round in the 


U. S., in Chalfonte, Pa. 
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55 
ing ’ j i irm for the dry cleaning industry, has 
‘ N ewspaper Study pederyg tog r. ea a Wolfe Op ens Art F . Issues Poster Booklet appointed the Waterston Com- 
B total advertising (26.3%), while Ralph A. Wolfe, formerly with Poster Design, a new booklet pany, New York, to handle adver- 
4 Shows Sharp Boost th ae? Disney and Columbia Studios, has | on poster design written by tising and promotion. 
: e next 40 megs insh "ae a large opened his own art firm at 1010 Walter Warde, ~~ ” direc- 
. ortion of the fie 9%. : |tor of Foster & Kleiser Company, | 
' in Footwear Ads 4 ; Florida &., Los Angeles. | San Francisco, has been cuaitened 
Mu distribu- 
: New Yorx—Newspaper, adver- i | : Mee eecr cr eme taenode, The HOSIERY Industry 
” lising of branded women’s foot-|Ryan Joins Four A's Kimball Joins Wettstein = i) be sold for $1.50 to the gen-| {gaa EaaNOL La Samana 
wear increased 23.2% and that of! Lewis Edwin Ryan, Inc., Wash-| Maurice A. Kimball has re-| eral public. There is only one publication. 
pe men’s branded footwear increased | ington, D. C., has joined the |signed as advertising manager | a @ covering this industry exclusively 
Ss 61.2% during the first six months| American Association of Adver-|and assistant: to the publisher of | 
e, of 1947 over the same period of| tising Agencies, bringing Four A’s Colling Publishing Company to| Names Waterston Agency ywit GOODS WEEKLY 
nt ‘46, reports the marketing re-| membership to a total of 200| join Bob Wettstein, publishers’ Merson Products Company, New | ONE MADISON AVE. * NEW YORK 10, N.Y. 
search department of Fairchild | agencies. representative, Los Angeles. | York, manufacturer of chemicals 
nN, Publications. | 
pa The survey is based upon com- | 
as ilations made by the Advertising | 
k, Checking Bureau for Footwear | 
Vews and Women’s Wear Daily. 
Advertisements measuring 100) 
lines and over in all daily and/| 
Sunday newspapers in cities of | 
100,000 population and over were | 
Zs included in the count. 
he Total linage of men’s branded 
; footwear for the first six months | 
of this year amounted to 2,757,154, 
compared with 1,710,642 for the 
first half of 1946. The results for 
the first half of 1947 were 42.6% | 
| ahead of the 1,933,450 lines tallied | 
for the last six months of 1946. | 
Total linage recorded for wom-| 
en’s branded lines during the first | 
six months of 1947 came to 11,-| 
903,627 and, Fairchild points out, | 
in spite of anormal seasonal trend, 
advertising during the first half of | 
47 was 15% ahead of the 10,348,- | 
*. 380 lines counted during the last | 
od six months of 1946. 
ased Freeman Leads List 
Le The 10 most advertised brands | 
's in of men’s footwear during the first | 
y in half of this year were Freeman, | 
upon Nunn-Bush, Bostonian, Florsheim, | 
Id. Winthrop, Roblee, Johnson &| 
Murphy, Jarman, Mansfield and} 
ork, Nettleton. During the last half of 
1946 Florsheim was first, with | 
the Freeman second. 
1 H. The 10 leading advertisers of | 
rlass women’s branded shoes for the 
tire first six months of this year were | 
suc- Gold Cross, I. Miller, Naturalizer, | 
Mademoiselle, DeLiso Debs, Enna | 
cre- Jettick, Rhythm Step, Connie, | 
ney Sandler of Boston and Joyce.) 
pay- Sandler of Boston was first during | 
the last six months of °46, Gold 
y in Cross second. 
> on The number of advertised | 
r on brands of .men’s footwear in- | 
creased from 276 during the sec- | 
anch ond half of ’46 to 291 during the | 
oose first six months of 1947, Fairchild | 
reports, and during the _ 1947) 
and period, the “Big Ten” of men’s, 
stock footwear not only accounted for. 
were more than half the total linage, | 
4 at but also ran larger individual ads. 
onn., The “big 10” in branded wom- U S C t N S U S 
their * . 
= HE MIDWEST 
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ar Is Class in the NATIONS = vrs toner fom 
JOR- ad U.S. Midwest Subscriber 
igene P Average Average 
pub- Bureay of Census Survey Proves Midwest Farm Paper Subscribers are Tops 100 191 
liana 
pete How do farmer subscribers to the FARM PAPERS. Don’t underestimate Proportion of farms over $6,000 income: 
pra Midwest Farm Papers stack up against this great market. Mass coverage in U.S. Midwest Subscriber 
an the average farmers of the nation? the Midwest gives you the class Average Average 
a. \ The Bureau of the Census made at farm market of the nation. 100 273 
3 na- the expense of Midwest Farm Papers, *Compilation performed by employees of Bureau of Census 
d on | Inc., a scientific, unbiased compila- as Bureau Pr em eo aoe Key: 1945 Census U. S. Average equals 100 
t but . tion from the 1945 Census of Agri- any information relating to an individual farm or farmer. 
hey’ll ht TES ee | san reg etmrgead wba se aeed eek 
f ar- idwest Unit farm subscribers. ‘ 
aan. IT iS THE INGREDIENTS The findings demonstrate that this M j DW 7 ST . aes ene 
re- subscriber group stands head and * fer coset ie peel 
' THAT COUNT ! t shoulders above the national average ’ , DETROIT 
onald Advertising is like cooking. farmer, showing higher investment, 542 New Center Bldg. 
July YOU GET OUT ONLY WHAT YOU higher production and greater buy- eat PRANCECO 
Sey PUT IN. Tell your story quickly and sim- ing power per family. Russ Building 
he’s be gg Ty ag Og I eo This 8-state CLASS market demands sale: daunenee 
coon matt mind faster and longer than printed the MASS COVERAGE you get with oo 645 $. Flower Street 
aw- : , isi i A) . a 
smer, | SyEMEMBER, YOU MUST CATCH THEIR your aaverneng is te Sawer Bride 200 PP 
— ~ Cae a : eel oor — ag “ Wallaces’ Farmer and lowa Homestead « Nebraska Farmer « Prairie Farmer « The Farmer * Wisconsin Agriculturist and Farmer 
heads BR © undred timely advertising photos 
; ) able monthly to choose from—low-cost 
g his - beabib ription plan—suit any type of business 
ce for A pe photos are used by 
» Net- rite on your letterhead for free sample 
y Fu lroof Book. No obligations. 
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This department is a reader’s forum. Letters are welcome. 


Creative Man Makes | like people. But my en (AA, July 28). , 
a Co iter Ha have been going “boinnnnnnngg! Tut, tut, Mr. C. M., you really 
pywr PPY ‘ever since I encountered that|should have saved the Atomic 

To the Editor: Please tell the | oqdly constructed headline on the| Bomb, the United Nations, and 
Creative Man that his comment on | advertising Council’s full-page ad| other International Problems, for 
(AA, July 28, Page 66): /a more important essay—than to 


the Mum page in Drug Topics is 
the nicest thing that has happened| «why doesn’t somebody do | have thrown them mumbo-jumbo 


to me in the two years I’ve been | something?—Somebody IS!” 'into your very (112-word) wordy 
writing copy. 


| Somebody is do something? | final sentence upon this poor lady. 
Thank you very much! Trtpen LANDRY, 
ARTHUR RICHMOND, Creative Director, 
Copy Staff, Doherty, Clifford 


Advertising, New Orleans. 
& Shenfield, Inc., New York. 
. & 


|page on gum in years? 
=. @ FF 


its raw material comes from? 
Cigarets, too, are but trifles in the 
face of the Atomic Bomb. You 
figure the lady and the golf club 
are “strictly phoney”—but shucks, 
C. M., the best cosmetic ads are all 
doing it. And soap only costs a 
few cents, too. At least, Mint 
Cocktail shows remarkable re- 
straint, in not giving its gum 
credit for getting a gal engaged! 
The silver tray has been used 
with such an unassuming product 
as a dime glass of beer. But, then, 
| beer advertising is up to date and 
|doesn’t use phoney testimonials. 


Why not give Mint Cocktail Neither do nickel soft drinks, soap 
Bauerline (gum credit for the first full-color | flakes, or blended whisky. 


They’re | 
bound to improve now with your | often associated with 


Even Mr. Phil Wrigley, a man 
chewing 


Irked by a Headline 

To the Editor: I claim I will 
split an infinitive as intrepidly as 
anybody; I am all for kicking 
grammar in the teeth the minute 
it becomes an impediment to the 
communication of ideas; I crusade 
unceasingly for copy that talks 


Mint Cocktail Ad Has 
a Loyal Defender 


To the Editor: Your Mr. “Crea- 
tive” (?) Man must have been 
holding one of Lady Mountbat- 
ten’s bum checks when he wrote 
that hysterical commentary on 
her and her favorite chewing gum 


|constructive encouragement. Why | gum, admits that chewing it les- 

‘not admit that they’re one com-| sens fatigue, aids dry throat, and 

petitor who hasn’t tried to re-|helps folks do a better job. Sta- 

phrase Wrigley’s slogan, “the| tistics back him. 

flavor lasts’? | Let’s be constructive, and crea- 
That “horticulturist” picking | tive, Mr. C. M. We realize you 

mint leaves gripes you. But can’t| don’t like that ad—but how the 


you remember a certain tobacco} hell would you suggest improving 
(‘ad that occasionally shows where | jt? 


JIM FLANNERY, 


Chicago. 
(No relation to Lady Mount- 
batten, her gum, or her agency: 
“Mountbatten, Mountbarton, 
Mountdurstine, etc.”). 


Boston Junior Ad Club 
Work Well Under Way 


To the Editor: In your edi- 
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most memorable of these was the 
part we played in the AFA con- 
vention, held in Boston last May. 
This was a case of working closely 
with senior club activities. 

We are attempting to revive the 
National Junior Advertising 
Council and would appreciate 
hearing from these “flowering” 
West Coast Junior Advertising 
Clubs. 

ROBERT S. FARRINGTON, 

Vice-President, Junior Adver- 

tising Club of Boston. 


s”. 3 F 


Hough Finds It Tough 


To the Editor: In “Ad-libbing” | 
see a comment concerning a sug- 
gestion by Carman G. Blough, re- 
search director for American In- 
stitute of Accountants. Since my, 
name is Hough, I assume his 
name is pronounced like mine is, 
which makes it sound like “Bluff.” 
But Ill bet a dime he prefers to 
rime (ok, rhyme) it with bough, 
although he might team it with 
cough, or slough or—since he is 
an accountant and hence familiar 
with money—he might say it like 
dough. 

What’s in a name? A headache, 
if it chances to end .. . ough. 

Henry W. Hovucu, 

Editor, Oil Reporter, Denver. 

PS: My kids have other names, 
but the wife and I just call ’em 
Rough Hough, Tough Hough and 
Enough Hough. That does it. 


| ; mm 32,219 
- ee ier 
BRAND 
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* 


It's ready for you now . . . the 
Grit Reader Survey for the 12th year. The 
greatest number of Grit families on record tell what they like in 
automobiles, trucks, and accessories; drugstore and grocerystore 
items; tobacco products; and many other items pertinent to the 
marketing picture in Small Town America. The Survey will be 
presented on request to national advertisers and recognized adver- 
tising agents. Get your copy now! 


|ALL TOWN AMERICA’S 
EATEST FAMILY WEEKLY 


he 


GRIT 1S THE MOST TRULY NATIONAL OF 


GRIT PUBLISHING CO., WILLIAMSPORT }3.PA 


ALL SMALL TOWN PUBLICATIONS 


torial entitled “Encourage the vwey 

| Juniors,” which appeared in your Quonset, with Capital 
July 7 issue, you’ve made the as 
broad, sweeping statement that Is Great Lakes Steel's 


| 


nowhere has the Junior Adver-| To the Editor: Thank you for 
tising Club movement flowered so| the favorable reference to “Quon- 
well as on the West Coast. | set” buildings in the June 9, 1947 
| If I’m not the first to raise my|issue of your publication. This 


| voice in protest at least add me|item appeared under the heading 


|to the group of protesters. 
/in Boston (see Holiday, August 
|issue) we have reorganized the 


Here | “Reynolds 


Heralds Aluminum’s 
Low Cost, New Freezer.” 
Great Lakes Steel Corporation 


|Junior Advertising Club after a |is the sole manufacturer of “Quon- 


|four-year period of inactivity 
| caused by the war. In nine months 
of reorganized activities we have 
/had many social, educational and 


| civic enterprises. Probably the 


| set” buildings. 
_we produced more than 150,000 
| units. 


During the war, 


We believe you will want t& 


| know that the term “Quonset” is 


Never underestimate the power of golf... 


So it’s a real silly game. So all you do is chase 
rubber balls around a big field and chop them to 


pieces with clubs. Just the same, it’s fun 


and it’s 


always more fun at a Chicago Artists’ Guild tourna- 
ment. The season’s fourth CAG golf meet comes up 


August 16 


and now’s the time to call Bill Kapche 


(WHltehall 5355) and tell him to hold a place 
for your foursome at Nordic Hills Country Club 


Prizes? Lots of ’em—and plenty for duffers, too 


| COMMON LEE 3: 


PHOTO ENGRAVERS OF QUALITY 


547 SOUTH CLARK STREET, CHICAGO : 
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ing i Ean: deans Mania tone Fein hy Pepe age has from your friends, not from your|a bit a eas we followed | I do not believe any of us can 
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tunities for constructive work. 


There is one unfair point about it 


an account on our books taken | 
from another agency. We have} 
S me that have come to us volun- | 
tarily, but none that we canvassed. 


campaig® Its — ws neglig! 


hase It was not my intention to give 
— u this last information when I axa 
sibs rig letter, but I did think | 
ro might be interested in our 6 x 
inna ter going out to the agencies, -_— 
—_ end copy of one of the outstanding By) 
re replies, | 
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"YOU OUGHT TO KNOW . 


lhe Creative Mans Corner 


Few products are so heftily advertised 
as soap. Yet, if you analyze current soap 
advertising, you can only arrive at the 
conclusion that the various rival com- 
panies might just as well form an as- 
sociation and advertise soap generically 

since any soap, apparently, can be de- 
pended on to do what any other soap 
does. 

Duz, of course, does everything—and 
does it in 1-2-3 order—exactly the way 


Doc tors Prove 2 out of 3 women 


|." ‘an have Lovelier Skin in H days! 


fase ¢ 
af Nd LATRA OOP 


any form 
On top of that: 
Duz does pretty rayons safer than 
any washday package soap 
Lux care keeps undies 
times as long 
And strain tests prove that nightly 
sudsing in Ivory Flakes cuts down 
stocking runs as much as 50% 
The similarity, however, doesn’t even end 
there. 


lovely 3 


Rinso does it. Or, for that matter, Oxy- 
dol—which gets clothes (1) sparkling 
white, (2) sparkling bright and (3) 
sparkling clean. Since among the soap 
manufacturers, three is apparently a 
lucky number, Lux keeps colors lovely 
“3 times as long.” 

To illustrate how much alike all soaps 
have become, compare these copy ap- 
peals from current soap ads: 

No soap can outdo Duz at getting 
white things white 


Fels Naptha banishes tattle-tale gray- 


Oxydol gives you the whitest washes 
possible with any soap 
Rinso gets clothes “Rinso white.” 
In addition: 
Soapy-rich Duz suds really get over- 
alls clean 
Rinso’s triple-action suds gets out 
stubborn dirt fast 
Oxydol gets even the dirtiest work 
clothes sparkling clean 
' Fels Naptha is irresistible to dirt in 


You Oudtt toKuow . 


Pat—better known to no one as Syl- 
vester—Weaver got into radio when 
Sroadcasting was one continuous party. 
In those days irrepressible station staffers 

used themselves by trying to make 
the announcer scream 
in the middle of the 
commercial and con- 
ducted their business 


from the bar across 
the street. 
Radio, as a rule, is 


more dignified these 
days. And so is Mr. 
Weaver, although he 


still is most comfort- 
able in a Hollywoodian 
pose with his feet on 
his desk. You might 
‘ay Pat and radio have—in a manner of 


Pat Weaver 


Duz is fast for dishes yet kind to 
your hands 

With super-creamed Swan, your 
hands stay lovelier and you save work 
with faster suds 

Complexion? 

With Palmolive, doctors prove 2 out 
of 3 women can have lovelier skin in 
14 days 

And, in recent tests of Lux Toilet 
Soap facials by skin specialists, actu- 
ally 3 out of 4 complexions improved 
in a short time. 

But need further evidence be adduced 
to show why a product on which so much 
advertising money is lavished is being 
short-changed in the idea department? A 
glance at any of the women’s service 
publications will reveal the paucity of 
imagination in soap advertising today 
and the indistinguishability of appeals. 
No wonder Duz covers the waterfront 
with its slogan—‘‘Duz does everything.” 
All soaps seem to. 


e e Pat Weaver 


speaking—grown up together. 

Since Pat Weaver left Dartmouth in 
1930 equipped with a sheepskin and a 
Phi Beta Kappa key, he has been a short 
story writer, a door-to-door salesman, a 
press agent for a printing house, a gag 
writer, an emcee, a radio producer and 
writer, an agency executive and adver- 
tising manager of a tobacco company 
which is said to have provided inspira- 
tion for a current best-seller. 

On August 15 he begins a new assign- 
ment as vice-president in charge of radio 
and television for Young & Rubicam. 

After his graduation from college, Pat 
followed the usual pattern for well-to-do 
young men in the 1930s. He left his 
native Los Angeles and went abroad. He 
visited Paris, Greece, Sicily, North Africa 
and Egypt, presumably picking up ma- 
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terial for stories he intended to write, and 
dabbling a little in research in the 
classics—a subject carried over from his 
university studies. 

During that year he wrote 15 short 
stories. None of them sold, but they must 
have been seen by the right people be- 
cause the aspiring writer was offered a 
job by Time, Inc., as scripter for the 
March of Time radio program on the 
strength of dialogue in the stories. For 
one reason or another, this didn’t ma- 
terialize. 

He was, however, determined to get 
on with it. His first summer back in the 
states he took a job as a door-to-door 
salesman. The company never got into 
operation nor did its budding huckster 
make a sale. 

Pat left the big town and returned to 
Los Angeles. He did promotional work 
for a printing house, briefly, before join- 
ing the Don Lee Broadcasting System 
as a comedy writer. 

Thus began the period of his life about 
which Mr. Weaver will talk most freely. 

“The old gang at KHJ—which later 
joined CBS—included Ken Niles, Bill 
Goodwin and Bob Burns. 

“Those were the days when you 
thought nothing of seeing an announcer 
stretched out on a sofa, purring his mes- 
sage into the mike. 

“If he had to do a remote, it was a 
lark. Usually he had a date and a beer 
on hand to help him enjoy the time be- 
tween announcements.” 

Pat helped to write or produce most 
of the CBS shows originating on the 
West Coast in the early 1930s, either at 
KHJ or KFRC. None stands out more 
vividly in his memory than “America 
Victorious,” a dramatization of this coun- 
try’s ups and downs with how-it-always- 
came-out-ahead as a gimmick. The show 
was sponsored by the Western Auto Sup- 
ply Company. 

And then one day Mr. Weaver’s tele- 
phone rang. 

“Is this the American unafraid, the 
American unconquerable, the American 


unsponsored?” a voice inquired. It was 
the advertiser calling. 
“And that,” Pat explains, “is how I 


found out we had lost a sponsor.” 

There are other interesting episodes 
from those years. Pat had a hand in 
Woodbury’s audition of Bing Crosby dur- 
ing which The Groaner talked for radio 
for the first time. The sponsor didn’t buy 
the show. 

He returned to New York to write, 
produce and emcee “Good Evening Sere- 
nade” for the United Whelan Cigar 
Stores, whose account he also handled 
around 1934. Not long afterwards he 
went into Young & Rubicam, taking the 
Whelan business with him. Half a mil- 
lion dollars worth of business may have 
had something to do with influencing 


Y&R’s interest in Pat, but Fred Allen, 
with whom he wished to work, was re- 
sponsible for luring Pat to Y&R. 

Besides his duties on the Allen show, 
he assisted in writing and producing 
Stoopnagle & Bud and the Fred Astaire 
program. Shuttling back and forth be- 
tween New York and Hollywood kept 
him happy and busy. Within two years 
the bustling, joking Californian was head 
of the Y&R radio department. 

This was the milk and honey era for 
Young & Rubicam. In its stables were 
such moneymakers as Jack Benny, Kate 
Smith, Fred Allen, Phil Baker and 
George Burns and Gracie Allen. 

But Pat Weaver was not the type to 
stay put long. In 1938 he went to the 
American Tobacco Company. His as- 
signment: all Lucky Strike advertising. 
The following year he was upped to ad- 
vertising manager. He hardly had time 
to feel at home in his spacious new office 
before he left again to become radio di- 
rector for the Office of the Coordinator 
of Inter-American Affairs. 

In September, 1942, he began active 
duty with the Navy, serving with the 
Fourth Fleet in the South Atlantic until 
assigned to the Armed Forces Radio 
Service, where he fought out the rest of 
the war—as he puts it—‘“as a Vine Street 
commando.” “Command Performance” 
was broadcast under his supervision up 
to, and including, V-J Day; the latter 
under somewhat difficult circumstances. 

The office was in the midst of a jubi- 
lant celebration that August day. And 
Pat was having no little trouble getting 
people down to work to put together a 
radio show as a part of an official cele- 
bration. 

Finally he said in desperation: 

“For God’s sake, men, you’d think we’d 
never won a war before.” 

A few months later Pat reverted to his 
civilian status, assuming his prewar 
duties as advertising manager for the 
American Tobacco Company, a position 
he left to return to Y&R as vice-president 
and radio director. He is understandingly 
proud of the fact that Lucky Strike 
cigarets moved up the list saleswise dur- 
ing his tenure. 

It certainly is no coincidence that the 
agency, which had been gloomy over its 
radio business, turned to a man who 
headed that department when Y&R was 
an easy leader in the field. Obviously, 
great things are expected of him. 

Mr. Weaver, who will go on vacation 
shortly after taking over his new posi- 
tion on Aug. 15, has had little time for 
decisions on details of future policy. But 
he is sure of one thing: 

“We want to get some top Hoopers 
back one way or another. It is hard to 
regain big names once they are lost. But 
we certainly want to put our shows back 
among the popularity favorites.” 
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PERCENT DISTRIBUTION OF PRIMARY WAGE—AND—SALARY-—EARNER FAMILIES OF 2 
OR MORE RELATED PERSONS BY WAGE OR SALARY LEVEL, FOR THE UNITED STATES: 
1939 AND 1945 


PERCENT 


1939 average (median) wages and solories: $1,363 
1945 average (medion) wages and solories: $2,741 
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Names Harry Smith (Westinghouse Ad 
Harry S. Smith, general sales 


manager of Burgess-Norton Mfg. ‘Drive to Feature 
Company, Geneva, Ill., has been’! 
New FM Circuit 


named chairman of the Associates 
PITTSBURGH—The emphasis will 


committee of the American 

Washer and Ironer Manufactur- : 

ers’ Association, Chicago. The|be on FM when Westinghouse 
group includes suppliers who sell Electric Corporation starts all-out 
the manufacturers materials, parts | promotion of its new line of radios 
and equipment items. | this fall. The 12-model line, rang- 


(Canby [INDUSTRY 
GOES to the HEAR 


OF THE CONFECTIONERY FIELD 


Reaches More Manufacturers 
Than Any Other Publication 


FIRST in Advertising Volume (7 x 10 units) 
FIRST In Industry Preference (4 To 1 By Survey) 


1969° 
7 


CANDY 
‘MANUFACTURERS 
TOTAL CIRCULATION 
aai3e 


‘VANDY |NDUSTRY The Newspaper of Confectionery Business 
| Don Gussow —Publisher & Editor * 33 West 42nd St., New York City 
fe Other Don Gussow Publications: Bottling Industry, Tobacco Record 4 


‘ 


| ing in price from $37 to $600, will | Yorker, 
| be advertised via network radio,| Post and Time; 


|/magazines and cooperative news- | 


paper copy, and industry will be 


‘told the story in business paper 


| 


space. 


A special new Westinghouse FM | 


circuit is included in all consoles 
and one table model of the new 
line, and the company says it re- 
sults in 


The Saturday Evening 
and supporting 
copy will appear in farm maga- 
zines. 


Hold Regional Meetings 


The home radio receivers are 
being shown distributors at a 


| series of 12 regional meetings, to 


improved tuning char-| 


acteristics and cuts distortion and | 


broadcast signal to a minimum. 
The fall line includes five con- 
soles, five table models, a con- 
solette and a portable. Produc- 
tion is increasing at the divi- 
sion’s Sunbury, Pa., plant and dis- 
tribution is expected to reach full 
volume next month. 


On Ted Malone Show 


The Westinghouse sets will be 
promoted on the Ted Malone 
broadcast aired coast - to - coast 


| Monday through Friday on NBC; 


color and black-and-white copy 
will run in Collier’s, Life, National 
Geographic Magazine, The New 


end in Seattle Sept. 3. The more | ployes, 


‘es 


apa 


Advertising Age, August 11, 1947 


Gen. Aniline Poll 
Yields Profile 


of Its Employes 


New YorK—In an era which 
finds management grasping for 
better understanding of its em- 
General Aniline & Film 


than 125 distributor outlets are | Company last week showed that 


being given an analysis of the) 
market by Steve Hall, of Fuller & | 
Smith & Ross, the agency in| 
charge; an explanation of fran- | 
chise policies by L. S. McLeod, | 
manager of sales education, and | 
a description of company service | 
and training programs by W. H. 
McKnew, service department) 
manager. 

Although no video receivers are 
being displayed at these meetings, 
the company’s first sets will be in 
dealers’ hands around Nov. 1, offi- 
cials said during the recent New 
York distributors’ 
price is expected to be “in the 
vicinity of $400.” 


coverage 


Any way you look at 


it...one of America’s 


great coverage buys... 


” More than 
5 Sunday. 


Minneapolis Star 2x¢ Tribune 


JOHN COWLES, President 


meeting. The| 


it had taken the first step: it 
| knows a great deal more about its 
|}employes—as people—than many, 
|another company. 

In a survey prepared for its 
house magazine, “The Rainbow.” 
General Analine asked its 9,500 
employes in four plants and num- 
orous branch offices all about 
themselves. Some of the find- 
ings: 

1. The average age of a GAF 
employe is 33 years; there are 
3,570 in the 20-30 bracket, 3,014, 
| 30-40; 1,590, 40-50; 826, 50-60; 158 
over 60; 343 under 20. 

2. Average service of all em- 
ployes is 5.5 years, with 4,442 em- 
ployes having more than 5 years 
service. 


Most Employes Married 


3. Most of GAF’s employes are 
married (6,175), with the highest 
percentage (76%) in the Gras- 
selli, N. Y., plant. 

4. GAF employes have 9,028 
children, 4,800 boys and 4,228 
girls; 1,280 are in high school, 296 
in college. 

5. Some 7,885 employes at- 
tended high school, 6,069 gradu- 
ated; 2,627 went to college, from 
which 1,050 graduated. 

6. GAF employes come from 
mixed backgrounds, evidenced by 
secondary language skills: 852 
speak German, 640 French, 620 
Slovak, 616 Polish; they know a 
total of 26 languages, including 
| Gaelic, Syrian, Chinese and Ara- 
| bic. 
| 7. There are 2,677 home-own- 
| ers. Gross value of their homes 
| is $21,500,000; average value is 
| 9,420, with a $3,755 average mort- 
| gage. 


85.4% Read Magazines 


8. Magazines are read regu- 
|larly by 85.4% of GAF employes, 
|'daily newspapers by 95.4%; aver- 
jage radio listening time is 2.2 
{hours per day, and 95 employes 
| (1%) listen seven or more hours 
per day. 

9. GAF goes to church weekly 
(64%), and 11.3% go oftener, 
more than to movies, where only 

143.3% go weekly, 20.3% oftener. 

| 10. Employes of GAF average 

| (81%) seven hours sleep a night, 
|22% play one or more musical in- 
struments; 94% list reading as the 
principal hobby, bowling next 

with 57.2%. 

The company received 50% re- 
sponse to its questionnaire, but 
found one disturbing fact: when 
‘asked “All things considered, 
what condition do you think the 
world is in these days?”, 21% 
thought things were bad, 33% 
thought things are getting worse, 
|a clear-cut (54%) victory for pes- 
simism. 


Gets Two New Accounts; 
Adds Mitchell to Staff 


Allen, Clenaghen & Smith Ad- 
| vertising Agency, Portland, Ore., 
| has been appointed to direct the 
advertising of American Junior 
Aircraft, Portland, manufacturer 
|of model airplanes, using hobby 
| and trade publications; and Logan 


|Oldsmobile, using newspaper, 

radio, outdoor poster and north- 
| west automotive trade publica- 
tions. 


Everett Mitchell, formerly with 
Showalter Lynch Agency, has 
| been named an account executive 
|of the agency. 


Institute Widens Scope 

| The Graphic Arts Institute of 
| Massachusetts has changed its 
‘name to the Graphic Arts Insti- 
tute of New England. 
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NAB Sessions 
to Talk Labor, 
Sales Problems 


WASHINGTON—The National As- 
sociation of Broadcasters plans to 
hold two clinics—one on employe- 
employer relations, the other on 
proadeast advertising—at its 25th 
annual convention in Atlantic 
City, Sept. 15. 

The employe-employer relations 
clinic will be a panel discussion 
devoted to clarification of major 
labor relations problems facing 
the radio industry, including dis- 
cussions of the Taft-Hartley and 
Lea Acts; the AFM situation; over- 
time problems under the Wage 
and Hour Act; profit sharing and 
ponus plans; selection, hiring and 
training of supervisors; and trends 
in union contracts. This clinic will 
be restricted to station managers 
and owners. 


Panel Members Named 


The panel will consist of Frank 
K. White, vice-president in charge 
f finance and labor relations, 
CBS; Ernest de la Ossa, director 
f personnel and labor negotiator, 
NBC; Harold Essex, general man- 
ager, WSJS, Winston-Salem; C. L. 
Thomas, general manager, KXOK, 
St. Louis; Herald Beckjorden, as- 
sistant executive secretary, Amer- 
ican Association of Advertising 
Agencies; Samuel Ganz, assistant 
to the deputy administrator, wage 
& hour division, Department of 
Labor, and Richard P. Doherty, 
of NAB’s labor relations depart- 
ment. 
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consumer purchasing power; in- | Issues Farm Statistics 
creasing popularity of children's Farm Implement News, Chicago, 


Greatly Expanded 
records; the trend to two or three | Bo 
Market Seen for units in each home; use of peng ved Meant gp Bagh 


. units by institutions of all types; | ; 
Radio-Phonograph | |sales and production data on farm 


increasing leisure time; new hous- | equipment. 
CHICAGO — The normal demand |ing which eliminates the doubling 
for radio-phonographs will soon|up of families; and improved | 


be three to four times the prewar | technical quality of recor d-| ee _| 
level, Richard A. Graver, vice-|changers, reproduction systems 

president of Admiral Corporation, | and records. AB to se th 
predicted last week in reporting F use h kee, 


results of a survey to dealers. 
Only 6,000,000 families now 
And 90% of this BIG market, which is outside of Omaha, is 
made up of families that have an average cash income of 


have facilities for playing phono-| with J, Walter Thompson Com- 

graph records, but the survey re-| pany, McCann-Erickson, and Ster- | 

vealed that there probably will be|ling Advertising Agency, has 

18,000,000 radio-phonograph sets| joined Brad-Vern, Van Diver & | einem, aaa 
SEE YOUR FREE & PETERS MAN 

or write to HARRY BURKE 


in use within a few years, he de-| Carlyle, New York, as an acai! 
| D 
| =) 


clared. Besides, other factors will | executive. 
NOW 50,000 WATTS 


Otis Elects V.P.s 


L. W. Coffin, general service 
manager, and L. W. Whitton, man- 
ager of operations, have been 
elected vice-presidents of the Otis 
Elevator Company, New York. 


| ———— 
‘Appoints Josephs | 
Stephen B. Josephs, formerly | 


step up the present usage of radios i a 

with automatic record changers. |Cortilet Advanced 
Fifty-seven per cent of present; M. P. Cortilet, formerly assist- | 

radio-phonographs are owned by | ant manager of sales of the central | 

families with incomes of less than | division of American Can Com-| 

$3,000 annually, the study showed. | P@?y, New York, has been ap-| 


| 

sty . ‘ ointed manager of sales of the 

Conditions contributing to the | Fivision, succeeding H. A. Pinney, 
increasing demand, Mr. 


Graver| who has been made assistant to| 
said, include: The higher level of | Gordon H. Kellogg, vice-president. | 


Omaha, Nebraska 


SEE OTHER OFFERS IN THIS ISSUE 
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The broadcast advertising clinic, 
for sales managers, will be de- 
voted to matters pertaining di- 
rectly to the commercial aspects 
f radio. In cooperation with the 
National Retail Dry Goods Asso- 
ciation, “Case Histories Come to 
Life” will be presented under the 
direction of William T. White, 
sales manager, Wieboldt’s, Chi- 
cago, as chairman and moderator. 

A luncheon session, to be held 
jointly with broadcasters attend- 


ADVERTISING 


ing the program managers’ clinic, | 


will feature Barbara Wells, WOR, 
and Gordon Gray, | 
and a third | 
“How to) 
The | 


New York, 
WIP, Philadelphia, 
unannounced guest on 
Build Programs for Sale.” 
afternoon meeting of the _ sales 
managers’ group will feature dis- 


INSURED ? 


cussions of the work of various | 


subcommittees of the sales man- 
agers’ executive committee. 


Full-form animated 
x static trademarks 
et attention quicker 
ald i lonfer..fp_sell! 


Veite, for our new brochure of 


S-dimensional display ideas 


CANTON, OHIO © 


Maybe you haven’t even thought about it from this 
standpoint before. 


Many advertisers have, nowever. Just look in the 
‘yellow pages’ of your telephone directory and you'll see 
their trade-marks and brand names displayed over a list 
of their local authorized outlets. 


Trade Mark Service insures that prospects you con- 
vince through national advertising will be able to find 
your outlets easily in their community...will be able to 
find your product or service when they’re ready to buy. 


It’s good policy to obtain this dealer identification 
in the markets you sell. ..in one or all of the 1600 
different directories covering the country from coast to 


coast. It’s advertising insurance. 
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Westinghouse Sets. 
Peacetime Record 


The company’s net sales billed 
for the first six months of ’46 
amounted to $312,338,636, com- 
pared with $301,691,788 for all of 


Electric Corporation reports that 
orders received during the first 
six months this year totaled $418,- 
156,772—a figure higher than the 
total for any entire prewar year, 
and comparable with $384,828,548 
for the last six months of 1946. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS  d FARM GENERAL 
PAPERS PAPERS * MAGAZINES 
314 So. Federal St., Chicago 4 


tal output for any peacetime year 
prior to 1941. Unfilled orders as 
of June 30 totaled $673,496,915, 
compared with $449,633,226 a year 
ago. 

Net income for the first half of 
the year amounted to $21,735,442, 
representing a return of approxi- 
mately 7% on net sales billed dur- 
ing the period, reports Westing- 
house president, Gwilym A. Price. 


Names Bond & Starr 


Bond & Starr, Inc., Pittsburgh, 
has been named to direct the ad- 
vertising of Eberhardt & Ober 
Brewery, branch of the Pittsburgh 
Brewing Company. 


Silex Ups Price of Iron 


Silex Company, Hartford, Conn., 
increased the price of the Silex 
steam iron from $18.85 to $21.95, 
federal excise tax included, effec- 
tive Aug. 1. 


Dyke Succeeds 
Menser in NBC 


Reorganization 


Top Level Shuffle 
Also Ups MacDonald, 
Kopf and Showerman 


NEw YorK—National Broadcast- 
ing Company has reorganized its 
top level executive organization 
by promoting three vice-presidents 
to newly-created administrative 
vice-presidencies, and retiring two 
other vice-presidents. 

Leaving the network are Clar- 
ence L. Menser, vice-president in 
charge of the production and pro- 
gram departments, and Judge A. L. 
Ashby, vice-president and gen- 
eral counsel, who will continue to 
act as an advisor to the company 
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First 
Stud 
ff. P 


on legal matters. Mr. Menser has 
not announced future plans. 

Ken R. Dyke will succeed Mr. 
Menser. He will 
present duties as vice-president in 
charge of broadcast standards and 


News, Advertising, 
Readership 

Devoted to Building a 
Better Civilization 


The significant thing is not how 
much market is covered by a cer- 
tain medium, but how much is 
penetrated. THE CHRISTIAN 
SCIENCE MONITOR has unusual depth 
of penetration. It goes daily into 
homes of better than average 
“spendable income”’ — income 
available for constructive spending 
— where the MONITOR is eagerly 
awaited and read. with great 
thoroughness. Readers know that 
its advertising columns are wholly 


Reach the foundation 
of buying with 


DEPTH OF PENETRATION 


reliable; consequently, these men 
and women act upon MONITOR 
advertising to an _ extraordinary 
degree. 

Many leading retailers have told 
us that the customers who most 
often ask for nationally-advertised 
merchandise by brand name are 
MONITOR readers. May we submit a 
planned advertising program in the 
MONITOR for your products? THE 
CHRISTIAN SCIENCE MONITOR, One, 
Norway Street, Boston 15, Mass. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
says: “I thought you would like to know how the subscribers to the 


Christian Science Monitor cooperate with advertisers . 


.. Results are 


definite. They all seem to be glad to use our products and tell their 
neighbors to ‘go do likewise’. We consider the Monitor the best adver- 
tising medium we use. 


” 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 


LONDON, W.C. 2: Connaught House, 
163/4 Strand 


GENEVA: 28 Rue du Cendrier 
SYDNEY: 46 Pict Street 


‘dent for all finance and budget 
matters as well as personnel, gen- 
eral service and guest relations. 
At the same time I. E. Shower- 
man, formerly manager of the 
Central division, has been named 
vice-president in charge of the 
Central division. 


Lists Other Promotions 


Other promotions include: 
George H. Frey from eastern di- 
vision sales manager to director 
of network sales; James M. Gaines, 
who will continue as manager of 
WNBC and also become director 
of owned and operated stations 
(they will both report to Mr. 
Kopf); and Thomas McCray, for- 
merly eastern program manager, 
who becomes national program 
manager responsible for all pro- 
gram activities under Mr. Dyke. 

Commenting on the changes, 

NBC President Niles Trammell 
said: “Our objective in reorgan- 
izing the administration of the 
|company’s activities is to further 
‘improve our operating efficiency. 
/'The many pressing problems in 
\this postwar era, together with 
our expansion into the field of 
'television, have placed additional 
/responsibilities upon our execu- 
| tives. 
“We expect that the administra- 
‘tive vice-presidents will assume 
|responsibility for the company’s 
day-to-day operations, thereby 
'enabling the executive vice-presi- 
‘dent, Mr. Frank E. Mullen, and 
|myself to devote more of our 
|time to over-all management af- 
fairs and the problems of ex- 
pansion, particularly in the new 
field of television broadcasting.” 


Wallace to Ellington 

R. Wallace & Sons of Canada, 
| Toronto, manufacturer of sterling 
flatware, has named Ellington & 
Co., New York, to handle its ad- 
vertising in Canada. 
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First Consumer 
Study Issued for 
St. Paul Market 


St. Paut—Another “Milwaukee 
Journal” type of consumer an- 
alysis—this one conducted and 
published by the St. Paul Dis- 
patch-Pioneer Press—has been re- 
leased to advertisers and agencies. 

There are now 10 markets cov- 
ered by studies of this pattern, 
with figures which are generally 
comparable, market for market. 
In addition to the two mentioned, 
yearly studies of comparable char- 
acter are now produced by the 
Philadelphia Bulletin, Indian- 
apolis Star, Omaha World-Herald, 
llinois Daily Newspapers, Co- 
lumbus Dispatch, Sacramento Bee, 
Modesto Bee and Fresno Bee. 

The St. Paul study shows local 
residents unusually addicted to 
independent stores for their groc- 
eries, 70.5% asserting they buy 
most of their groceries there, 
while Klein’s, local chain, gets 
14.4%, National Tea gets 12.7% 
A&P garners a measly 1.7%, and 
department stores get 0.7%. 


Shows ‘Home Town’ Brands 


One of the most interesting 
aspects of the St. Paul study is 
the persistent indication that 
‘home town” national brands do 
not necessarily fare better in or 
near their home towns than do 
‘fforeign” brands. For example, 
Minneapolis, twin city of St. Paul, 
is the home of both Pillsbury and 
General Mills. GM’s Gold Medal 
is well out in front on flour, with 
53.6% of the families, and is fol- 
lowed by Pillsbury with 24.7%, 
but on other products the picture 
is strangely different: 

On prepared cake flour, General 
Foods’ Swans Down gets 47.6% of 
the choices, almost twice as many 
as General Mills’ Softasilk, and 
more than twice as many as Pills- 
bury’s Sno Sheen. On pancake 
and waffle mix, Quaker Oats’ Aunt 
Jemima gets 50.8% of the votes, 
against 22.2% for Pillsbury and 
97% for General Mills’ Bisquick. 
The latter, however, has almost 
unanimous acceptance as a biscuit 
mix. And among ready-to-eat 
cereals, Kellogg’s corn flakes beat 
our General Mills’ Wheaties, 
29.5% to 20.7%. 

Hills Bros. leads the St. Paul 
coffee market, with 35% of the 
choices, followed by Butter-Nut 
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Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
cutomatically aligned when 
tet into Fototype composing 
tick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 


cole leatherette case. 
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and Folgers, each with about half | 


as many. Old Dutch is the pre- 
ferred powdered scouring 
cleanser, followed by Royal 
Lemon and Bab-O, while Bon 
Ami collects 72% of the choices 
for cake or bar scouring cleansers. 
Oxydol is the preferred laundry 
soap, followed by Rinso and Duz, 
and Lux is the preferred toilet 
soap. Colgate gets 38.2% of the 
toothpaste votes, compared with 
20.5% for Pepsodent and 12.8% 
for Ipana. 
Regular shaving cream is used 
by 38.7% of the men, while an 
almost equal number—31.6%— 
use brushless, and 17.9% use elec- 
tric shavers. The remaining 11.6% 
presumably are little shavers. 
Three-fourths of the families 
drink beer, 67.7% use various 
“hard liquors,” and 46.2% indulge 
in wine. 

Two-thirds of the men and one- 
third of the women smoke cigar- 
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ads « brochures - catalogs 
publications set to 
your complete satisfaction 


pography 


composition 
161 West Harrison Street - Webster 7936 


ets, while 23% of the men smoke| issued a ‘Food Fact” booklet,| Ugeg Magazine Color 
cigars and 24.8% smoke pipes. | comprising a study of the five| The Great-West Life Assurance 
More than one in four St. Paul| largest grocery chains operating in| Company, Winnipeg, is entering 
families has a dog, and 73.6% of|the Philadelphia retail trading | the — — dl be ge 
them put up a lunch for at least | zone. }ime with a color cam 
one member of the family each| It revealed that the five chains | tag | Pig 8 aang Sods y aed 
day. Preag ener Stores Company, A&P, | Business Today.” MacLaren Ad- 
Penn Fruit Company, Food Fair) yertising Company, Toronto, is 
CHICAGO, PHILADELPHIA Stores and Baltimore ee | the agency. 
although accounting for only about | 
na honsd hy ig al 10% of the food outlets—do more | 
, ; ; than 43% of the estimated $535,- 
has released results of its sixth 000,000 sales of grocery and com- 
pantry poll, conducted in April,| bination stores in the market. 
1947. The study completes the 
second year of the series, in which 
spring, summer and winter polls Six Join AFA 
are conducted. The next study in The following have joined the | 
the Times continuing poll will be Advertising Federation of Amer- | 
conducted this month. ica: Akron Beacon Journal; Re- | 
The Philadelphia Bulletin last|tailers Market News, St. Louis; 
week began distribution of its| Wisconsin Rapids Daily Tribune; 
1947 consumer analysis, its sec- or Outdoor Advertising 
d study on the Milwaukee Jour- | xm Pany: Columbus, O.; Moses | 
age y Advertising Service, Baltimore, 
nal pattern. At almost the same|and Ziller Advertising Service, 
time, the Philadelphia Inquirer | Meridian, Miss. 


In 1848, the sleepy harbor settlement 
of Yerba Buena had some 800 inhabitants, 
uncounted dogs and goats, and two hotels. 
For the occasional visiting ranchero, 
Russian sealer, Yangui y Ingles capitans, 
the better hostelry boasted mattresses 
of Genuine Sandwich Islands moss, four 
feather beds purchased from the Mormons, 
flannel blankets, calico quilts... once 
obliged a tall guest whose feet stuck out, 
with a bedstead seven feet six inches long. 


Inthe San Francisco of the Gold Rush, 
hospitality became more than a habit, was 
the leading industry for a while. Shortly 
miners who struck it rich, new magnates 
of land, shipping, railroads, brought into 
being large hotels . . . with baths, bars and 
barber shops of Babylonian splendor, and 
lavish larders to tempt the local Lucullus. 
The traditions of hospitality and luxury 
endured to Pearl Harbor, grew threadbare 
in the war, are now convalescing. 

San Franciscb’s hotels have always 
played a large patt in the life of the city. 
Four generations of debs have come out 
at the Palace. Grandparents fondly recall 


... Rravelers’ Rest 


honeymoons at the red plush and white 
marble Fairmont. And the current crop 
of warriors come home carry on the long 
legend of San Francisco hospitality. 

Per capita, no city in the world has 
more premises for transients ... per the 
last census, 577 hotels with more than 
50,000 rooms—a quota exceeded only by 
NewYork and Chicago—annual rentals 
of $25 million, arrival registrations of 4 
1,400,000 guests whose estimated 
spending was over $80 million. 


Current figures are sharply up. 
Conventions are back once more. 
The SF airport adds 800,000 plus 
passengers per year. 


Te hotel is still a major industry 
here. Even more, it is a Major Influence 
. with the large influx of outsiders, the 
impact of alien views, contributing much 
of the cosmopolitan to the city... a vital 
characteristic duly recognized and catered 
to by The Chronicle. 

For this newspaper, part of the city’s 
past, is also part of its present and future. 
Home-owned, home-edited, meshed close 
with local mores ... it is anything but 
insular in its interests, gives probably the 


po ms 


best presentation of general news of any 
paper West of New York, is indispensable 
to Northern California’s well informed. 

Reaching one of three city families, 
one of four in contiguous counties that 


contribute so greatly to the city’s cash 


registers... The Chronicle is also a Major 
Influence market-wise. O’ Connor-Moffat, 


City of Paris, White House, the Emporium 
other leading department stores, favor 
it because it brings crowds of customers. 
Forty of the best retail advertisers find 
profit in its columns, and a majority make 
it their major medium. Food advertisers 
have found franchises on its women’s 
pages. In books, banks, and bonds, Th« 
Chronicle is the linage leader . . . And any 
SFW representative can augment your 


understanding of market and medium. 


San Francisco Chronicle 


SAWYER, FERGUSON, Waker Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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BMB Signs First | immediately upon receiving an GM Ads Praise pean Fearon im 77 Jinn 
. 6 |outline of the new program and = Muncie, 
Subscriber: WIS |only two days after the BMB ex- Plant City as none good place to live, Com 
New YorK—First station to|ecutive committee had put the ie ls good place to work 
subscribe to Broadcast Measure-| new program into operation. Well as Workers . 4 | 2 K-M 
ment Bureau under its new 15-| The WIS general manager em-| Derrorr—The plant city neigh-| | PAS, or 2 tase St. L 
point program set up for continu-| phasized that the value of BMB bors have made it clear they like a tye “asec compan 
ous operation (AA, Aug. 4) is/|is dependent upon the complete-| the series of newspaper advertise- | yen : ‘ingle 
WIS, Columbia, S. C. —_ of its information, which, in| ments being used by local Gen- p ie) eats electric 
Without waiting to receive a/turn, calls for the greatest pos-| 3) wotors management to stress ; : || ra =: aie 
contract, G. Richard Shafto, gen-|sible number of subscribers. He|the privilege” of residence in| | i "small famousby Rocher people! | (/ ~ — YAM <=o5 ne bid 
eral manager, sent a check for 12|said “No other medium, to my} 40.. communities se ato faa || eee tion in 
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@Whether your advertising runs into the pag 
mighty millions or modest thousands... ‘ genie 
whether you sell nationally or regionally . . . i owe 
re ts scrib: 
“Neon of Lima” can develop for you a { a cal 
dynamic dealer-sign program that will : vario 
identify and SELL your product locally. ad 
All business in the final analysis, is local, drive 
point-of-sale business. For nearly 20 years we ; - 
NS ‘ 


standing leaders. 
Tell us your 


have specialized in this vital field—planning, 
designing, and mass-producing illuminated 
brand-identification signs for hundreds of 
national advertisers, including many out- 


requirements—sending 
copy, colors, etc.—or our sign program 
engineer will gladly call if you prefer. 


* WRITE FOR FREE BOOK 

Send for new 24-page illustrated book, 

"Sign Up.” Tells how national advertisers 
successfully “localize” their selling . . . shows 
how you, too, can build maximum sales with 
illuminated brand-identification signs. Write 
for your copy today! 
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=| SUPER @STORES = 
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"QUALITY Neon and Fivorescent Signs...in QUANTITY” 


41.700 MANUFACTURERS 
TOTAL: 87,000 
DUN’S REVIEW 


New York Office, Circle 57570 + Chicage Office, Ardmore 9400 + Les Angeles Office, Hempstead 4841 
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# * Delrich is scheduled to appear! plans further expansion of pro-| the purchase of a can, salesmen re- 
] inn and J ingles ‘Cudahy Expands first in the Aug. 18 Life and later | duction facilities. ing the “oe an 
. . . in The American Weekly, Ladies’| Grant Advertising, Inc., handles | The offer is schedule expire 
A Combine to Sell ‘Delrich Drive: Home _ Journal, McCall's, — account. 5 on Aug. 16. 
m 7 7 Week and Woman’s Home Com-! In the meantime, neither 
K-M Appliances Tests Spaghetti panion. |Cudahy or its agency is talking | 
St. Louis — Knapp-Monarch_ Cuicaco—Cudahy Packing Com- Copy emphasizes that no mix-| about test promotion which has 
Company will use a “Genie with | pany this month will use maga- ing bowl is needed to color the| been launched for a new Cudahy ie, 
a jingle” for its fall and winter | zines for the first time to promote margarine, since a capsule at- product—Cudahy’s Meat and Spa- 1 \ EXECUTIVE: oe 
electric appliance promotion, | its Delrich margarine and the tached to the inside of the plastic ghetti. The new product comes | Alt 
backed by what it says will be| E-Z Color Pak. bag releases the coloring matter | in one-pound cans, contains meat, | ~ DEALERS WANT ALL 
the biggest advertising appropria- | Following favorable consumer|when it is pinched. The entire| onions cheddar cheese, tomato | the information you 
tion in its history. _|response during market tests in| package is then kneaded to dis- puree por spaghetti ad is hades | can give them in your 
Starting in September, the drive | Joliet, Ill., last summer (AA, May |tribute the color uniformly Sack oe teak 40 Ge adinene aie catalog pages sched- 
is scheduled to gain momentum | 6, ’46), Cudahy has used 1,400-| throughout the margarine. “ordi ak otkh. weal Me uled for the Annual 
through the holiday season, reach-|jine and full-page mewspaper ? é or ogee d canne spaghetti he - January 
ing a peak during the Christmas| copy, market by market, to in- Sales ‘Doing Well ucts” because it contains more | DEALERS’ DIR RY 
gift-buying rush. The genie |troduce the thermoplastic-wrapped | Sales of Delrich are modestly |™eat than spaghetti. Be a ISSUE OF BUILDING 
_| trademark will be featured in| product. The magazine ads mark | described as “doing exceedingly Thousand -line advertising in | 
most of the copy, emphasizing the|the achievement of national dis- | well.” Cudahy already is pro-| Rockford newspapers, which be- | SUPPLY os, 
ease and facility with which|trjbution early this month. ducing the margarine in Los An-| gan July 15, featured the product , (Closing October Ist) 
— Knapp-Monarch’s seven electric} The four-color page boosting | geles and Kansas City plants, and| with a coupon worth 15 cents on 
eneral appliances help accomplish ardu- 
ed by ous household tasks. 
ely, in The schedule includes four- 
color spreads and half pages in 
black and white, to run in six 
a issues of The Saturday Evening 


4 Post from Sept. 17 to Dec. 3. Full 
fferent 7 ..d half-page black-and-white 


Still BM ony has also been. set for the| | 
rations October, November and Decem- 
U. Ss ber issues of Better Homes. & 
in the 


Gardens, House Beautiful, House 
& Garden, and Ladies’ Home 
Journal. 

The campaign will be directed 
to distributors and dealers through 
ly with 9 monthly ads in the fall issues of 


Y, Me Electrical Merchandising and Re- 
“4 tailing Home Furnishings. 
: Black-and-white consumer copy 
shows the genie and carries a 
ingle blurb for the featured ap- 
pliance. Two additional products 
rmerly are illustrated. Color ads stress 
, Van- the featured appliance, carry il- 
couver lustrations of the entire K-M line, 
rtising and wrap up the package with \ 
the theme “Fun to give ...A 
thrill to get.” N E T W O R K S 


Color window, counter and floor 
displays for distributors and deal- 
ers, envelope stuffers of six pages 
in two colors, three-color window 
streamers, seven newspaper mats 
for tie-in advertising, and die-cut 
genies in color complete the pro- 
motion plans. A pamphlet de- 
scribing the entire promotion and 
a calendar giving a picture of the 
various out-dates on national ads 
have been prepared to help 
Knapp-Monarch outlets plan local | 
drives. 

Gardner Advertising Company | 
is the agency. 


WITH WFAA 


IT’S AS EASY AS 1-2-3 TO COVER 
THE DALLAS-FORT WORTH MARKET 


Plain figures pay when you buy WFAA. It takes only one station, 


Eanes Forms Agency 

Cabell Eanes, advertising 
agency, has been established by 
Joseph C, Eanes at 301 E. Frank- 
lin St., Richmond 19, Va. 


WFAA with two frequencies, 820 and 570 (fwo audiences, too) ... 
with the top attractions of three networks, NBC, ABC and Texas 
Quality Network, to provide greater audience appeal ... to cover the 
= Cc | Southwest’s greatest market, Dallas and Fort Worth. 
| “PREFERENCES in 

INDUSTRIAL LITERATURE” 


DALLAS, TEXAS 


PEPRESENTEDONATIONALLY BY °... EDWARD PETRY & COMPANY, Ince! 
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Safeway Employs 
Seven Agencies 
in Wide Program 


Radio, Magazines and 
1,000 Newspapers 


Aid Record Sales 


OaKLanD—Aided by an ex- 
‘panded and diversified advertising 
program, in which seven agencies 
are now employed, sales of Safe- 
way Stores, Inc.—the nation’s 
second largest grocery chain— 
probably will pass the $1 billion 
mark in 1947. 

Although Safeway will not re- 
veal dollar-total figures, its ex- 
penditures, embracing three re- 
gional network shows, two re- 
gional magazines, spot broadcasts, 
nearly 1,000 daily and weekly 
newspapers, and other media, 
probably will exceed $3,000,000. 

Data compiled by Magazine Ad- 
vertising Bureau, New York, show 
that Safeway’s volume in maga- 
zines, farm journals and network 
radio time alone rose from $792,- 
954 in 1945 to $914,279 in 1946. 

At the same time, MAB shows, 
magazine and farm publication ex- 
penditures of A&P—largest groc- 
ery chain, the sales of which this 
year probably will reach $2 bil- 
lion—increased from $850,402 to 
$952,523. A&P, then and now, 
used no network radio. 


Uses Variety of Media 


No expenditure figures for Kro- 
ger Company, third largest gro- 
cery chain, are available. The 
efforts of all three are predomi- 
nantly in newspapers. 

Safeway media also include out- 
door, car cards, and, in some areas, 
handbills and free distribution 
newspapers. Handbills, the com- 
pany explains, are used “only in 
small town and rural areas where 
circulation of newspapers does 
not provide adequate coverage; to 
give extra advertising support in 
selected areas for events such as 
store openings, or where competi- 
tive or other selling conditions 
make this advisable. 

“Where handbills are used, the 
local newspapers always shall be 
given an opportunity to quote a 
price for printing them, and, if 
competitive, they shall be given 


the business.” 
States Its Policy 


Free distribution papers, the| 
company’s current “policies” book 
emphasizes, “may be used for 
company advertising only when: 

“1. They are used in lieu of| 
handbills to supplement 
paper advertising, or 


| 


“2. The paper is published at| Lingan A. Warren, now president) jy promoting its own brands as| 


stated intervals, contains general | 
news, and its paid circulation is | 
equal to 50% or more of its total} 
circulation.” 

Safeway discourages advertis-| 
ing in “church, fraternal and| 
other organizational” publications | 
as “too expensive.” 

All but about 450 of Safeway’s | 
2,450 stores are in Western United | 
States and Canada. The others | 
are in New York, New Jersey, 
Maryland, Virginia and the Dis- 
trict of Columbia. Safeway’s three 


daytime shows are on regional 
networks. Two are on NBC's 
Mountain and Pacific networks. 


For the third CBS worked out a 
special network covering all Safe- 
way areas except Washington and 
New York. The company also 
uses spot broadcasts in nine addi- 
tional markets. 

A single show will give consist- 
ent emphasis to an 
Safeway product, such as coffee. 
Safeway is proud of the caliber 
of its shows. It has introduced to 
radio audiences some now-well- 


news- | 
ib 


known performers, such as Hoagy 
Carmichael. 

The company’s magazine adver- 
tising is confined to the western 
magazine Sunset and to Family 
Circle. Even when American 
Stores in the East also start carry- 
ing Family Circle, in September, 
explained Edmund F. Becker, 
manager of Safeway’s Sheffield 
Services, three-fourths of its 
circulation still will be through 
Safeway. Currently scheduled 
also are 76 regional farm publica- 
tions. 

The company runs separate 
campaigns for store prices, its 
own “sponsored” brands, and to 
explain company policies. 

Under the administrative head- 
quarters, Safeway has separate 
groups of supplier companies and 
service companies, serving its 16 
distribution divisions. 

The supplier divisions get the 
products to the distribution ware- 
houses. Safeway owns 41 groc- 
ery warehouses, 23 produce ware- 
houses, 19 bakeries, six fluid milk 
plants, seven coffee roasting 
plants, and a lot of other plants 
devoted, among other things, fo 
meat packing, evaporated milk, 


| candy, jam and jelly, household 


chemicals, poultry dressing, egg 
testing and packing, butter and 
cheese. 


Four Advertising Divisions 


More than 500 of the 38,000 
Safewayites are in the service 
companies. 

Under Sheffield Services, for ex- 
ample, are four service companies 
concerned with Safeway advertis- 
ing: 

1. Essex Advertising Service 
prepares retail price ads. 

2. Bristol Advertising Service 
prepares sponsored brand and in- 
stitutional advertising. 

3. Oxford Service conducts 
product, marketing and economic 
research. . 

4. The Homemakers’ Bureau is 
tied in both with retail store and 
sponsored brand promotion in 
helping housewives to prepare and 
get the most value from the prod- 
ucts they buy at Safeway stores, 

Each of the four, Mr. Becker 
pointed out, has its own manager 
and staff. The whole operation is 
decentralized further. through 16 
division advertising managers and 
31 zone advertising managers. 
There are also 60 supplier com- 
panies, about 15 of which have 
their own advertising managers. 

Nucleus of the chain was a hole- 
in-the-wall grocery store started 
by M. B. Skaggs in American 


| 
| Falls, Ida., in 1915—in an effort to 


support his 14 children. By 1926 
Mr. Skaggs had 250 stores. The 
present organization grew largely 
through merger with existing 
chains, including, in 1931, the 1,- 
392-unit MacMarr Stores, headed 
y ex-lumberman and ex-reporter 


of Safeway Stores, Inc. 
Employs Seven Agencies 


In 1933, Safeway appointed its 
first advertising agency—J. Wal- 
ter Thompson Company. Until 
then the company had done only 
retail price advertising. Now its 


through seven agencies: 

J. Walter Thompson, San Fran- 
cisco: Busy Baker soda crackers, 
Pirates Gold graham crackers, 
Tea Timers (a spray type cracker 
similar to Ritz and Hi-Ho), Lu- 
cerne milk, White Magic bleach, 
Montrose butter, Merry Mix 
sparkling water, Suzanna pancake 
and waffle flour mix, Cherub 
evaporated milk, Sleepy Hollow 
syrup, Safeway 


Safeway Produce Service, 


J. Walter Thompson, Chicago: 
Kitchen Craft flour. 

Foote, Cone & Belding, San 
Francisco: Duchess salad dressing, 
Nu Made mayonnaise, Lunch Box 


| 
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ie How did the automobile industry get that way? 


Bon tke eemeppETL Cue ~ 


ee es 


| Co-op Advertising 
More Popular, 
GMA Study Finds 


New YorK—Cooperative adver- 
| |tising seems to be on the up- 
| |swing, judging from a recent study 
made by the Grocery Manufac- 
| 


| |turers of America. 
The GMA polled its members, 
asking them if they now paid dis- 
tributors for cooperative advertis- 
ing, and if not, were they plan- 
ning to start. The association re- 
ceived 136 replies, showing that 
50 companies now have co-op 
, |plans in operation, and 86 do not. 
| |Some 24 of the companies which 
do not have them, plan to start 
(10 have definite plans, 14 are 
considering the possibility). 

Some of the comments: 

“We have employed cooperative 
acme 


| 
| | advertising for many years. 


\ Metropolitan Group Gravure | |has proven to be one of our most 
| effective mediums of advertising.” 
eas oe my —= “We are not in favor . . . it is 
THE NATIONAL BETWORK OF SUNDAY MAGAZINE ee ' iy Se not a legitimate method and most 
PICTURE SECTIONS « INDEPENDENTLY PUBLISHED et me cee difficult to operate honestly.” 
AND LOCALLY EDITED FOR 18,006,000 FAMILIES nae Oe bess F . 


wow YORE paTaOIT 


WHY 1% SURVIVED—In this seven-column advertisement in New York, Chicago 
and Detroit newspapers, through Walter Weir, 
Gravure points out that the automobile industry grew to its present size on the 
efforts of the 1% of the companies which survived among 2,500 different makes 


introduced. These “learned—and demo 


facturers—the secret that has made America the greatest and wealthiest 


nation in the world: . . . broadening th 


people can buy.” 


Becomes ‘Too Costly’ 


“Administration is too costly. 
Also, subject to too much dicker- 
ing as to its results and usage of 
space.” 

On types of contracts: 

“We pay for services rendered 
only on a basis of their costs to 
the customer, such as newspaper 
advertising at national line rate, 
handbills at estimated cost, etc.’ 


ORICaGO BAW PRANCIECO 


Inc., Metropolitan Group 


nstrated to a variety of other manu- 


e base of one's selling—so that more 


sandwich spread, Jell-well gela-| out on a fixed ratio to estimated 
tin, Jiffy Lou pudding, Sno White | sales, the company spends more 
salt, Sunny Dawn tomato juice,| than that to establish new brands. 


| 
| 


| 


Town House grapefruit juice, and 
institutional. 

McCann-Erickson, San Fran- 
cisco: Royal Satin shortening, 
Sunnybank margarine and Can- 
terbury tea. 

Ruthrauff & Ryan, San Fran- 
cisco: Dutch Mill cheese, Edwards 
coffee and Full O’ Gold orange 
juice. 

Cosby & Cooper, San Francisco: 
Airway coffee, Beverly peanut 
butter and Su-Purb soap. 

M. E. Harlan, San Francisco: 
Wakefield coffee. 

Hannah Advertising Company, 
San Francisco: Nob Hill coffee. 


Compete with Each Other 


There are now four different | 
coffee accounts, for example—the | 
newest appointment being Les) 
Hannah for Nob Hill. The agen- | 
cies work on brand promotion, in- | 
stitutional, and service advertis- | 
ing unrelated to brands, such as} 
on meats and produce. 


None of | 
them works on retail price adver- 
tising. 
“Safeway has never gone so far | 
have A&P and Kroger,” Mr. 


Becker said, ‘but our over-all pro- 


gram is on the same scale and} 
carries as much impact as the 
others.” 


The company makes each of its | 
brands stand on its own. None is} 


identified as a Safeway product, Names Bowman, Drysdale | 
operations embrace 35 “accounts” | 


“not even by indirection.” The | 
advertising merely says it is| 
available at a Safeway store. | 
(A&P’s “indirection” includes} 


|}such brand names as Ann Page| 


Meat Service,| 
farm | 
| publications and Family Circle 
| Magazine promotion. 

individual | 


and Jane Parker, and Kroger has 
put all its own brands under a} 
Kroger label.) Safeway brands | 
compete with one another. Full 
promotional weight is given to| 
each product campaign. 


|named treasurer, succeeding J. 


Opposes Ad Allowances 


Safeway places ads at local rate 
whenever available, in newspap-| 
ers and on radio stations, but pays | 
agencies the full 15% commission 
on their local-rate and other place-| 
ments. The agencies also work | 
on a fee basis. 


Although budgets are worked! 


“Safeway has long been op- 
posed to advertising allowances 
by manufacturers to retailers,” 
Mr. Becker emphasized. ‘We ac- 
cept them now—but we take pay- 
ment only for what we actually 
do. In some cases Safeway re- 


ports to the advertiser; usually the | 


‘We use cooperative advertising 
in connection with initial distribu- 
tion and promotion of a new prod- 
uct, but not on old established 
lines.” 

“We are now in process of re- 
vising our contract. We are hav- 
ing difficulty because on some 
products our allowance is a per 
cent of net purchases, on others 
so much per case. When and if 


you discover the ‘perfect contract’ 
we would like to see it.” 

Also, GMA last week released 
its barometer of price indexes and 
earnings of workers in the grocery 
field. It showed that for May, 


advertiser gets his own evidence. 
“When we turn down ‘allow- 
ance’ offers it is usually either be- 
cause the product is not impor- 
tant enough to justify inclusion in 
our retail advertising or because : 
the amount of i Me offered | £00d retail prices were (with 1939 
doesn’t justify the work involved.” |S 100) 187.6, average hourly 
earnings 109.7 in April, and 
Form Nutri-Cola Int'l toe manufacturers’ sales were 
Fe 280 in April. 
Nutri-Cola Company, Long! : a 


Island City, N. Y., formed in 1942) 


to promote the sale of Nutri-Cola, Heselden Advanced 


has _transf ' 
Se  SaOaee, HS One 80 see Bienen. with the New 


newly-formed Nutri-Cola Inter-| : a 
national Corporation, established | York State Publishers Association, 
. Syracuse, since his discharge from 


at 677 Fifth Ave., New York, with i 

Lionel Marks as president. The! the Navy, has been appointed to 

company will market the cola at| the central office. He succeeds 

five cents for a six-ounce bottle,| William R. Morrish, who will be- 

and through fountains in the U.S.| Come a member of the staff of the 

and abroad. The product has had| Special standing committee, 

five years of pre-testing in foun-|4™erican Newspaper Publishers 

tain outlets on the eastern sea-| ASSociation, in Chicago. 

board. William H. Weintraub —_——_ 

Company, New York, will handle} jf: . 

advertising in local newspapers, | Kilcheski Promoted 

radio and outdoor, with magazine| Frank Kilcheski, with the Bu- 

copy to follow soon. reau of Advertising, ANPA, for 

EE six months, working on the retail 

s : |newsletter, will shortly become 

Railway Federation | publicity director of the retail di- 

vision. He succeeds Mary Lasher 

| Barnette, who has resigned. 

| 


The Federation for Railway 
Progress, founded by Robert R. —— eee 
Young, chairman of the Chesa-| e 
peake & Ohio Railway Company, | Ideal Names Pritchard 
has appointed Robert J. Bowman,| George O. Pritchard, recently 
C&O president, as a member of! with Fawcett Publications and be- 
the executive council. He will| fore that vice-president of Philip 
serve until succeeded by a repre-| Ritter Advertising Agency, New 
sentative to be elected by railroad | York, has joined Ideal Publica- 
members of the federation next! tions as eastern advertising man- 


spring. ager of Ideal Women’s Group. 
Robert M. Drysdale Jr. has been | 


J. 7 . . 
| Reinitz Joins Bothwell 
So ee ial ‘ | A. L. Reinitz, formerly an ac- 
Names Corbin |count executive of Charles M. 
Arcturus Radio & Television| Storm Company, New York, has 
Corporation, Newark, manufac-| joined the New York executive 
turer of television receivers, has| staff of W. Earl Bothwell, Pitts- 
placed its advertising with Corbin| burgh agency. Mr. Reinitz was 
Advertising Agency, New York.| previously director of advertising 
Newspapers, trade publications and sales promotion of Peerless 
and direct mail will be used. Motor Car Corporation, Cleveland. 


Anzalone, resigned. 


Arcturus 
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‘Keep Black List,’ 
Retailer Group Is 
Told by Gladstone 


New YorK — Retail grocers 
sathered here last week heard a 
scathing denunciation of price 
practices in the food field and a 
rallying call for organization of 
small retailers, sounded by Alex- 
ander Gladstone, president of the 
New York State Food Merchants’ 
Association. 

Everyone, according to Mr. 
Gladstone, is organized except re- 
tailers—“‘our customers, our em- 
ployes, our wholesalers, our man- 
ufacturers, our competitors, yes, 
even our government. 

“Discriminatory discounts, which 
are legally okay but morally 
wrong, will have to bear the spot- 
light of searching publicity,” he 
warned, and continued: “Simi- 
larly, the practice of giving adver- 
tising allowances which are avail- 
abel to everybody but obtainable 

mly by a few are typical of the 
sort of thing which we must or- 
ganize to discourage. 


Hits Legal Boycotts 


“Our chain competitors, buying 
for their thousands of stores, can 
legally boycott any company 


whose policies are counter to their | 


best interests. We can’t do that. 
But you and I can take a lesson 
from the methods of the organized 
labor movement. 


ence at all times,’ he reminded 
the group. 

A. F. Guckenberger, secretary 
of the association, hit the trade 
practices of manufacturers which 
included abuses of premium offer- 
ings, special deals and coupons. 
Retailers have no objection, Mr. 
Gluckenberger thinks, to such mer- 
chandising arrangements provided 
the distribution of premiums is 
directly between the manufac- 
turer and the customer, and pro- 


vided the retailer is permitted to 


realize his usual return. 


‘WE AREN'T UNFAIR’ 
WILLIS TELLS GROCERS 


New York —Grocery distribu- 


tion and promotion practices as 


presently conducted are not un- 
fair or discriminatory, 
Willis, president of the Grocery 
Manufacturers of America, de- 


clared before the New York State | 


Food Merchants’ Association, in 


reply to charges by the group’s 


president, Alexander Gladstone. 


He urged that the grocers “stop 
shadow-boxing” and be specific in 
“If there are 
‘ompanies guilty of the practices 
you charge, I suggest that you 
complaints directly 
vith them rather than publicly ac- 
using the industry as a whole,” 


their allegations. 


lodge your 


And we can | 
keep our own little black book on | 
top of our desk for ready refer- | 


Paul S. 


he said. He added that a sub- 
stantial number of companies are 
already making payments to dis- 
tributors for handling coupons 
distributed in selling campaigns, 
usually at one cent per coupon. 
A committee of GMA members 
is now studying fair trade and 
sales laws to “prevent predatory 
price cutting,” although he noted 
that food manufacturers feel that, 
while some legislation is necessary, 
the industry should be free to op- 
erate under as few legislative 
regulations as possible. 


Opens Coast Office 


Fox-Shulman, Inc., Philadel- 
phia, publisher of Model & Hobby 
Industry, Toy Preview and the 
“1948 Model Railroad Annual,” has 
opened West Coast offices at 753% 
S. Spaulding St., Los Angeles. 
Gene Lopoten will be in charge. 
A Chicago office will be opened 
next month. 


British Adman 
Finds New York 
Admen Happy 


Lonpon—“Everybody is happy” 
in New York agency circles. 

So says R. S. Freeman, former 
manager of Erwin, Wasey & Co.’s 
London office, writing in World’s 
Press News after a visit recently 
to New York. 

“TI suppose,” declares Mr. Free- 
man, “one of the outstanding 
characteristics of the agency field 
in New York is that of change- 
ability. Accounts and key men 
move around with much greater 
agility and’ frequency than is ever 
known in London—but everybody 
is happy. The great agencies seem 
to survive with a retention of 
reputation and equilibrium.” 

In New York, “world capital of 


advertising business and huck- 
sterism,” Mr. Freeman writes, “the 
postwar situation seems now to be 
pretty well settled. When I was 


| (in New York) last autumn I was 
|}aware of the shuffling going on, 


but had little time to examine it. 
Now, I am told, the agency ‘front’ 
is stabilized; this may mean that 
no major upheavals are to be ex- 
pected for several months.” 

He expressed alarm, however, 
at Britain’s reputation, saying that 
British manufacturers are criti- 
cized for the poor quality of their 
products, for sending so little to 
the U.S. and for not holding to 
delivery dates—in fact, for seem- 
ing generally apathetic about the 
American market. 


Promotes Swiss Machine 


Elna Ltd., Toronto, is introduc- 
ing the Elna, a new Swiss sewing 


machine, to Montreal and Toronto 


67 


consumers via newspapers. A. J. 
Denne Company, Toronto, is the 
agency. 


Radio Features Moves 


Exclusive Radio Features Com- 
pany, Toronto, has moved from 14 
McCaul St. to the Fulpart build- 
ing, 225 Mutual St. 


RE 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every ty product! 
Reach this big buying public through 
the Negro press. For information write 
Interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
| Write now for this free information. 
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COVERAGE OF THE BIG 3” 


IN THE GREAT YEAR-ROUND FLORIDA MARKET 


e@ A market is only as good as the coverage it offers, which makes 
Florida a good thing on all counts. . . First in the South in retail sales 
per capita, 2nd in the East in population gain, Ist in the U. S. in 


air commerce... 


...And tops in coverage. In Florida it takes only three newspapers 
to blanket the trading areas that account for more than 53% of total 
retail sales. For better results, and more of them, schedule the Big 3 
... the morning newspapers that reach the buyingest people in one 


of the buyingest states 


A. 5. Grant, Atlanto 


MIAMI HERALD 
* 


Notionol Representotives 


Story, Brooks & Finley. Inc. 


TAMPA TRIBUNE 


Notional Representativ<* 


Sawyer-Ferguso" 


in the nation. 


* 


* 
Walker Co. 


FLORIDA TIMES-UNION 
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Jann ond Kelley, Inc.. 


acksonville 
presentatives 


d, Inc 


Notional Re 


Reynolds-Fitzgero! 
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Joins Ward, Macdonald 


R. G. Hyman has joined the 
staff of Ward, Macdonald & Stagg, 
San Francisco, as account execu- 
tive. 


Names Deutsch & Shea 
Guild Fabrics, New York tex- 

tile house, has appointed Deutsch 

& Shea to handle its advertising. 


Nash Boosts Walrath 


George E. Walrath, zone man- 
ager, has been appointed western 


| regional manager of Nash Motors 


division of Nash-Kelvinator Cor- 
poration, succeeding A. R. Bos- 
cow, who has become a Nash 
automobile dealer in Burlingame, 
Cal. Mr. Walrath will make his 
headquarters in San Francisco. 


Invite yourself in! 


bummameas = 


Invite yourself in — with the one great 
daily business newspaper that’s read, used, 
trusted, preferred by the key executives 
who control management purchasing 
power in this billion dollar market. 


Nobody 4as to stand outside. . 
looking in at the nation’s greatest 
industrial area, the nation’s greatest 
management market, the billions 
of dollars in business potential 
represented by the Central West. 


Celt 


. just 


The Chicago Journal of Commerce hits this receptive audience 
daily, directly, with telling impact. So can your advertising 
story. And at such budget-easy rates as, for instance, 
twelve big 8 by 10 inch ads for only $2,352. 


The source of daily business news in the nation’s greatest industrial area. 


Venetian Blind 
Group Plans Ist 
Ads Next Spring 


Cuicaco — The Venetian Blind 
Association plans to initiate na- 
tional advertising next spring, 
bolstering individual efforts of its 


a new postwar peak. 

First ads will break in shelter 
and women’s magazines, through 
Butler—Advertising, New York. 
| Although the budget to be used 
| was not disclosed, it was said that 
|the association’s promotion pro- 
|gram is being “expanded by five 
times” to include advertising. 

Earlier this year, a committee 
was named to seek a $250,000 fund 
for both public relations and ad- 
vertising by the entire industry. 
The association committee in 
charge has questioned home- 
makers on their use of Venetian 
blinds to determine basic data for 
use in the forthcoming campaign. 

The consumer research program, 
under way since September, 1946, 


members to build the market to 


i\showed that Venetian blinds are 
| chosen first for style in the 37% 
of U.S. homes which have some 
blinds. After they have been 
purchased, however, utility fac- 
tors outweigh the importance of 
style. 

Indicating the possibilities of 
extending the market, the survey 
disclosed that in homes where 
some blinds are now in use, the 
average home employs blinds at 
only half of the windows. 

National advertising by the in- 
dustry is to be backed up by 
separate advertising and _ sales 
programs conducted by the asso- 
ciation’s member companies. 


Maico Names Chenoweth 

La Vere Chenoweth has been 
appointed chief copywriter of 
Maico Company, Minneapolis, 
maker of hearing aids and other 
products. 


Appoints Jotcham 

J. D. Jotcham has been ap- 
pointed sales manager of eastern 
Canada of Wesco Paints (Canada) 
Ltd., Montreal. 
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|Maps Junior Prom Drive 


and suits, will introduce its fal] 
line ~with full-page insertions in 
Charm, Glamour, Harper’s Bazaar. 
Junior Bazaar and Vogue. Copy 
will feature longer jacketed suits 
and coats with full, flaring backs. 
Newspaper mats, display cards 
and other point-of-sale aids wil! 
support the magazine drive. Le:- 
ter Harrison, New York, is the 
agency. 


NAB Unit to Meet 


The National Association of 
Broadcasters’ recording and re- 
producing standards committee 
will hold a meeting during the 
NAB’s annual convention in Con- 
vention Hall, Atlantic City, on 
Sept. 16. The committee will re- 
sume its war-interrupted work on 
the establishment of recording and 
reproducing standards. 


MacLaren Names Poulin 


Henri R. Poulin has been ap- 
pointed by the MacLaren Adver- 
tising Company to direct French 
language broadcasting in Quebec. 
He will make his headquarters in 
the agency’s Montreal office. 


| 
| 
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WRDUSTRIAL EQUIPMENT REWS 


Whats Mow - ceereust rare maremais 


|e 
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x 
v 


ONLY 


$95 TO 
FACTUAL -ADVERTISEMENT FOR AN 


DETAILS? 


461 Eighth Avenue 
Boston—Chicago—Cleveland—Detroit 


$102 A MONTH TO PLACE A 


PRODUCT IN INDUSTRIAL EQUIPMENT NEWS .. . 
THE SPOT WHERE MORE THAN 52,000 SELECTED 
BUYERS AND SPECIFIERS FOR THE LARGER PLANTS 
IN ALL INDUSTRIES REGULARLY LOOK FOR THEIR 
CURRENT REQUIREMENTS. 


ASK FOR "THE JEN PLAN" 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


INDUSTRIAL 


New York 1, N. Y. 
Los Angeles—Philadelphia—Pittsburgh 


MEW AT WOR. 


@ Shown above (from left to right) are Charlie Carmody, New York 
Representative of the Thomson Symon Company; William T. Kaleb, 
Production Manager of Lloyd, Chester & Dillingham, and Harvey N. 
Volkmar, Vice President of L. C. & D. and Account Executive on P.M. 
De Luxe Whiskey and Gilbey’s Gin. 


Junior Prom, New York, coats | 


The well-satisfied look of the above 
threesome is more than justified. They 
have arrived at the answer to an acute 
problem with many advertising agen- 
cies—that of adapting outstanding 
magazine copy to 24-sheet poster pro- 
duction where only limited quantities 
(400 in the above case) are required. 


Charlie Carmody’s confidence in 
emphasizing the flexible and unusual 
facilities of our plant is well-founded. 
He is motivated by the knowledge 
that he has the support of an experi- 
enced art department composed of 
men devoted to the principle that there 


is nothing new under the sun in poster 
reproduction. 


We have produced hundreds of or- 
ders here at Thomson Symon whereby 
suggestions offered by our representa- 
tives and technicians have saved our 
customers time, money, red tape and 
production headaches. 

This policy of having thoroughly 
indoctrinated “specialists” in strategic 
advertising markets has proved its 
value over the years. Our customer list 
now represents the greatest volume of 
business since our incorporation 
twenty-one years ago. 
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Sept. 8-9. 
Association, annual meeting, Es- 
sex and Sussex Hotel, Spring Lake 
Beach, N. J. 


National Publishers 


Sept. 15-17. Southern News- 
paper Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Sept. 15-18. National Associa- 
tion of Broadcasters, 25th annual 
meeting, Atlantic City. 

Sept. 18-20. Affiliated Adver- 
tising Agencies Network, annual 
meeting, Hotel Schenley, Pitts- 
burgh. 

Oct. 6-8. Advertising Specialty 
National Association, annual meet- 
ing, Palmer House, Chicago. 

Oct. 6-8. 
tional Advertisers, annual meet 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 

Oct. 6-9. Financial Advertisers 
Association, annual convention, 
New York. 

Oct. 12-15. Pacific Council, 
American Association of Adver- 
tising Agencies, annual conven- 


tion, Ahwahnee, Yosemite Na- 
tional Park, Cal. 
Oct. 16-17. Audit Bureau of 


Circulations, annual meeting, Chi- 
cago. 

Oct. 19-22. Mail Advertising 
Service Association, annual con- 
vention, Hotel Cleveland, Cleve- 
land. 

Oct. 22-25. National Associa- 
tion of Photo-Lithographers, an- 
nual convention, Book-Cadillac, 
Detroit. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- 
vertisers Association, annual 
meeting, Chateau Frontenac, Que- 
pec, 


me") nadian Advertisers, 
| vention, Royal York Hotel, To- 
| ronto. 


|ing Association of America, an- 


Association of Na-! 


\RCA Names Higginson | 


Oct. 29-31. Association of Ca- 


annual con- 


Oct. 29-31. Outdoor Advertis- 


nual meeting, Ambassador Hotel, 
Atlantic City, N. J. 

Nov. 8-9. Southwestern As- 
sociation of Advertising Agencies, 
fall convention, El Paso, Tex. 


Field Shifts Three 


Laurence Coughlin, division ad- 
vertising manager of Marshall 
Field & Co.’s Store for Men, Chi- 
cago, has been appointed division 
advertising manager of home fur-| 
nishings. Donald J. MacDonald 
has been named to succeed Mr. | 
Coughlin. . Laura Rockwood, who 
has been in charge of home fur-| 
nishings advertising, has _ been| 
placed in charge of all forms of| 
service advertising. 


Cry 


1 


Harriett H. Higginson, formerly | {i ‘eae 1) 


with Marshall Field & Co. and| 
Montgomery Ward & Co., has been | 
appointed general manager of the 
newly formed consumer custom 
products department of RCA Vic- 
tor, Camden, N. J. This depart- 
ment will market and develop 
RCA Victor’s new line of high 
fidelity, custom-built radio phono- | 
graphs, the Festival Series. 


‘Look’ Names Gilbert 


Look has appointed Eugene Gil- 
bert, head of the Gilbert Youth 
Research Organization, as editorial 
adviser on teen-agers. Mr, Gil- 
bert will supervise the periodic 
surveys among young people now 
being planned by the magazine. 


Acomb Appoints Fay 


William E. Fay has joined the 
art department of Robert Acomb, 
Inc., Cincinnati agency. He has 
been illustrating the syndicated 
cartoon strip of Bible stories in 
modernistic form, created by Rob- 


| ert Acomb, head of the agency. 


markets. 
Bismarck. 


America. 


But coverage alone doesn’t make KFYR one of 
the nation’s outstanding stations. KFYR’s progres- 


None of the small and medium sized communities 
in KFYR-land is an advertiser’s bonanza, in itself, 
but, taken together, they form a rich market 
whose buying power exceeds that of many big 
KFYR’s strong, clear signal reaches out 
to snatch listeners as much as 400 miles from 

In fact, KFYR’s .5 M/V_ contour 
covers more area than any other station in 


sive policy of building programs especially 
designed for folks of the Upper Midwest, has 
created an intense listener loyalty that pays off at 


the cash register. 


Let KFYR build sales for you in the great Upper 


Midwest. 


C. D. BERTOLET & CO., INC. 


Advertising Representatives 


CHICAGO 
30 N. Dearborn St., CENtral 0481 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 
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The Hearst Newspapers 
call upon Congress for 


Universal Military 
‘Training 


FROM AN OPEN LETTER BY 


William Randolph Hearst 


PUBLISHED IN HEARST NEWSPAPERS, APRIL 28, 1917 


“Universal service as now proposed is merely 
military education of the young men of the country 
in the most important and patriotic of all public 
or private duties—namely, the nation’s defense .. . 

“The object of this education—the protection of 
our families and our fellows, the safeguarding of 
our American institutions and standards, the: per- 
petuation of our American principles and liberties, 
the defense of our dear land—is the noblest object 
and obligation of our citizenship. 


“Moreover, a course in military education for 
our young men is as much an advantage to them 
as it is a service to the nation. , 

“A course in military training is, first, a course in 
physical training, and such a course is of prime 
importance in maintaining and developing the 
physical excellence of our people and of our race. 

‘A course in military training is, second, a course 
in discipline, and such a course is most important 
in developing the moral calibre and character of our 
youth and our people. 


‘“‘A course in military training is, third, a course 


in system and organization and efficiency; and : 
, . 
what our nation and our people most need for the ‘ Mr. Hearst eT aoa aee cae a ap month age 
. ve no 
adequate development of the immense resources in merch euteren Were Wer 0, Save Net lest am lots © 
re ; . . their truth or conviction in the intervening 30 years. The 
our country and within ourselves is universal train- 


Hearst newspapers will continue to work for Universal 
Military Training. They will continue to expose the Com- 
munists, the professional pacifists, the misguided dis- 


armament clique and all other subversive or sloppy- 
minded groups who oppose this patriotic program. 


ing in system, organization and efficiency.” 
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PHOTOGRAPHIC REVIEW Wii wo 108mm 


.. A Sensational Expose of the SOAP OPER 


Xt * milion dolar movie production... “THE MUCK. gg at Glow Stop Weds nee “SUNIGR” tik Ylediage of 
STERS "Starring Clark Gable and Sydney. Green Two “EGO” Seay Powder anather EXPOSE SESOAP OPE 
siteet, ToP ; RAS. rn A , i x ¥ zt _ 
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CHANGED—A consumer voices ap- 
proval of the new packages for Gaines 
Krunchon and meal, products of the 
Gaines division of General Foods. The 
packages retain the Gaines trademark, 
and use a more legible brand name, 
brighter colors and a wider, grease- 
resistant bag, with a back panel de- 
voted to feeding directions. 


| | GILLAM SOAP WORKS rei wor ex 


SOCK AT SOAP—Local showing of "The Hucksters” gave E. O. Gillam, of 

Gillam Soap Works, an opportunity to blast away at soap operas and soa 

companies which sponsor them in this hard-boiled, full page in the Fort Wort! 

Press. Mr. Gillam's thesis is built around the quote from the picture: "There is 

no difference in soap except perfume and color. The difference is in the selling 
and advertising.” 


feld Over at the Worth Theatre: “THE HUCKSTERS,”” Here To Stay: “EGO SOAP POWDER 
sa e . .'« help: Clean Up. the ; : 


A Ze . SOAP OPERAS, See | 
iv “THE HUCKSTERS” 


“You Can Do It A Little. 
Better With EGO” 
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IT'S A TIE-IN GAG—Singer Jane Easton's bathing suit, made of dry-cleaned 
neckties, was a stunt promoted by the Sanitone division of Emery Industries, 
Cincinnati, for its 600 dry-cleaning licensees to help exploit National Tie- 
Cleaning Week, Aug. 3-10. George Nelson, ad manager of Emery (left), 
enjoys the tie-in with George Nelson, art director of Ruthrauff & Ryan. 


SPECTACULAR — Various meat prod- 
ucts of E. Kahn's Sons Co. form the 
hours in this new 44-ft.-high spectac- 
ular at Fifth and Vince Sts., Cincin- 
nati. The pictorials, painted on Cello- 
glass, are lighted from the back to 
roduce the effect of a sweep second 
ery The brand name is studded 
with clear lamps, and the words “Meat 
Products” are in red neon tubing. 


WGAR DROPS IN—Visiting Canton, O., during a good will tour of the new 

50kw coverage area of Station WGAR, Cleveland, Wayne Mack leans out of 

the WGAR Helicopter while still in flight to shake hands with the president of 
the Canton Chamber of Commerce. 


STERLING MARKETERS MEET—Members of the marketing committee of Sterling Drug, Inc., New York, were corraled for 
@ picture at a meeting in Montauk, L. I., at which J. E. Cooke, vice-president, Cummer Co. division, was chairman. Seated 
(left to right): A. J. Burns, vice-president, Charles H. Philips Co. division; George Neider, vice-president, Hilton-Davis 
Chemical Co. division; Mr. Cooke; J. E. Wickes, vice-president, General Drug Co.; D. H. Williams, R. L. Watkins Co. 
division, and Henry Schade, president, Sterling Drug (Canada) Ltd. Standing (left to right): Joseph G. Noh, vice- 
president, Winthrop Chemical Co.; R. E. Gray, sales manager, Centaur Co. division; J. M. Hawkins, president, American 
Ferment Co.; R. E. Doolittle, Dr. W. B. Caldwell Co. division; B. F. Ascher, vice-president, George A. Breon & Co.; Robert 
L. Steenrod, assistant vice-president, Bayer Co. division, and Frederick A. Tilston, Sterling Drug (Canada) Ltd. 


Seneral Mill's annual report, admen got the lowdown on the company’s opera- 
ton. Above, H. M. (Mix) Dancer, president of Dancer-Fitzgerald-Sample, and 
Dan Ashley, United States News, discuss a point. Below, W. P. Maloney and 
4. Davis Danforth of BBDO's New York office, get some special pointers from 
Harry A. Bullis, General Mills president. 


i GENERAL MILLS REPORTS—At the press luncheon in New York to discuss 
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72 
Gets Miles Shoes 


Miles Shoes, Inc., has appointed 
Hirshon - Garfield, New York, to 
handle advertising. 


Blankets Northwest 


Growers 
* No competition — Only N. W7 
growers’ magazine. 
© 5 editions — ods run in oll 5, 
no extra cost. 
© Serving growers nearly holf 
century. 


Bathe Fut" 


5-IN-1 MAGAZINE: 


Write for full story. 


1136 S$. E. SALMON ST. * PORTLAND 14, OREGON 


Uses Four Plans 
to Meet Dealer 
Ad Problems 


PORTLAND, OrRE.—The perennial 
problem of getting some dealers 
to use expensive dealer advertis- 
ing material appears to have been 
solved by the Fowler Mfg. Com- 
pany here. 

Fowler, which claims to be the 


Disk Jockey Survey in May 14 
Variety showed Birmingham 
No. 1 jockey city in the U. S. 
And WSGN’s ‘‘In the Groove’’ 
rated the top 12.0 according to 
Mr. Hooper. No wonder spons- 
ors who want to ride a winner 
keep buying Alabama’s leading 
station! 


ALABAMA'S BEST BUY FAR! | 


ETHE NEWS - AGE - HERALD STATION =e 


BIRMINGHAM 2, ALABAMA 
Represented Nationally By Headley-Beed 


maker of the first electric water 
heater, has prepared four distinct 
dealer cooperative campaigns for 
use in areas where consumer ac- 
ceptance of electric water heaters 
varies. 

The four series of cooperative 
newspaper advertising materials, 
are geared to meet the need for 
product identification, for combat- 
ting competitive fuels, for en- 
hancing prestige, and for direct 
product selling. 


Feature Main Selling Points 


In addition, the company seeks 
to make its advertising profitable 
to its dealers with 100 and 300- 
word radio spots, featuring main 
selling points of the heaters. It 
has prepared a five-color, 24-sheet 
poster, and lithographed folders 
featuring new additions to the 
1947 line. 

Decals, counter cards, point-of- 
sale material and factory adver- 


ers with prospect lists and follow- 
up literature. 

A sound slide film was prepared 
by the company to acquaint dis- 
tributors with the process of elec- 
tric water heater manufacture. It 
has since been reproduced: in 
booklet form as a sales reference 
for dealers. Some of them are 
still unacquainted with the line, 
inasmuch as Nash-Kelvinator was 
only recently appointed midwest- 
ern distributor. ? 

Joseph R. Gerber Company 
handles the account. 


Roberts Joins Lykke 


Curt Roberts has joined the 
Chris Lykke public relations and 
advertising agency, San Francisco, 
as manager of the publicity and 
special events department. 


Perkins Transferred 


Stanley Perkins has been trans- 


My te! 
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Canadian Admen Elect 


James Ferguson, Star-Phoenix 


Saskatoon, Saskatchewan, ha;/ 
been elected president of theff to 
Western Canadian Daily News.f 
papers Advertising Managers As. 
sociation. Other officers are: Ww on 
Anderson, Albertan, Calgary, A}- NE 


berta, vice-president, and John RB i 
Stark, News, Nelson, B. C., secre. ™ 
tary-treasurer. 


store: 
r Sept. 
Earling in New Post here 
Albert J. Earling has resigneg fp 2 
as vice-president and director of Thi 
Chicago & Southern Air Lines t,) § Chai 
become president of Southwestern dent 
Supply Company, distributo; burg 
throughout the Southwest for cont 
Strathmoor Homes, Inc., builder unde 
of prefabricated houses. T. M baum 
Miller, general traffic manager o{ 
Chicago & Southern, has beep Shop 


named to succeed Mr..Earling. 


Appoints McDonald 
W. P. McDonald has resigned as 


Exclusive 


HEXCO PRODUCTS, INC. 


2711 S. Wabash Avenue 


Deep 
Engraved 
in 
Color 
Lighted 
Non- 
Shattering 
Lucite 


Plugs in 

on any light socket. 

WRITE FOR CIRCULAR 

AND PLAN FOR INTERESTING 
YOUR DEALERS 


Chicago 


es : , ii 
lising in Sunset magazine, as well) ferred from San Francisco to the national advertising manager of rere 
as seven-inch, high - frequency |} o; Angeles office of Blanchard-| the San Francisco News, to become well 
newspaper ads, each with coupon, | Nichols Company, publishers’ rep-| national advertising manager of H 
are used to provide Fowler deal-| resentative. the Pasadena Star-News. 4 J 
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Retail sales here were up 28% in 1946, over 1945. Texas ranked seventh Rie 
in the nation last year, with $4,844,000,000 in retail sales. Do you know com) 
how many families there are in the state? Is it a better than average pe 
market for automobiles? How important are chain stores? It is 
$2.5( 
You don’t have to guess about the answers to these and scores of other ‘Lif 
; : " ( 
questions about the Texas market. Just turn to the Texas section in Ch 
Advertising Age’s 1947 Consumer Market Data Book. Li 
duce 
The answers are there, along with media data on how to reach Texas’ ey 
millions; media data filed by: pres: 
ISSUE 
$1,6( 
time 
Li 
No. | 
“ tion’ 
Texas State Network, Fort Worth Lubbock Avalanche-Journal ' | 
rate 
The Baptist Standard, Dallas San Antonio Express-News the 1 
° ° i Spac 
Amarillo Times Dallas Times Herald quir 
2 lett 
The Houston Chronicle Station KXYZ, Houston aoe 
Seale Tey nto Station KNOW, Austin Hee 
‘ sa . 
Sitien EAM, Corpus Chateti Station KABC, San Antonio com 
Station KCMC, Texarkana : K Wee 
2 Austin American-Statesman 1940 
The Southwest Magazine, r ‘ of 
Fort Worth Waco News-Tribune-Times-Herald New 
Station WRR, Dallas Port Arthur News “i 
Station KFJZ, Fort Worth Fort Worth Star-Telegram se 
bf iT} 
Li .e7. 
Advertising Age’s Consumer Market Data Book provides 
the most complete compilation of markettnformation avail- 
able in a single volume. A few extra copies are available at Mc 
$5 each. The first place to look for market information is in “= 


Advertising Age's 
CONSUMER MARKET DATA BOOK 


100 EAST OHIO STREET, CHICAGO « 330 WEST 42nd STREET. NEW YORK. 
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Smaller Stores 
to Hold Clinic 
on Merchandising 


New YorK—The National Re- 
tail Dry Goods Association has 
urged members of its smaller 
stores division to meet all day 
Sept. 9 in the Hotel Pennsylvania 
here for a clinic on changing mer- 
chandising problems. 

The morning session, under 
Chairman Ernest Wyckoff, presi- 
dent of A. M. Wyckoff, Strouds- 
burg, Pa., will discuss “Expense 
Control”; the afternoon session, 
under Chairman Abe Kirshen- 
baum, president of Juvenile 
Shoppe, New London, Conn., will 
take up “Improving Smaller Store 
Advertising and Promotion”; and 
Roy Foulke, vice-president of Dun 
& Bradstreet, will speak at the 
dinner session on “What’s Imme- 
diately Ahead for Retailing.” Al- 
fred Moffatt, general manager, 
R. H. Muir & Co., East Orange, 
N. J., is chairman of the dinner 
meeting. 

A panel discussion on “Mer- 
chandising the Last Three Months 
of 1947” with Lew Hahn, presi- 
dent of NRDGA, as moderator, 
will follow Mr. Foulke’s address. 


NRDGA ISSUES BOOKS 
TO AID CONTROLLERS 

New YorK— The Controllers’ 
Congress of the National Retail 
Dry Goods Association has pub- 
lished two books for the assistance 
of retail store controllers: “The 
Controllers’ Congress Yearbook” 
and “How to Analyze a Selling 
Department’s Operation.” 

The 183-page yearbook covers 
the proceedings of the Controllers’ 
Congress convention in Los An- 
geles, June 11-14, on “Improve- 
ment of Methods to Lower Distri- 
bution Cost.” It is available at 
$3 per copy to members, $5 to 
non-members of NRDGA. The 
second book was prepared by the 
committee on services to members, 
and incorporates the research of 
five well-known retail controllers. 
It is sold for $1.50 to members, 
$2.50 to non-members. 


) ‘Life International’ 


Changes to Letterpress 


Life International will intro- 
duce a new unit of. space—half 
page, black and one color—when 
the publication converts to letter- 
press, effective with the Oct. 13 
issue. The one-time rate will be 
$1,605; 13 times, $1,540; and 26 
times, $1,475. 

Life International’s rate card 
No. 2, available from the publica- 
tion’s headquarters at 9 Rockefel- 
ler Plaza, New York, carries no 
rate change, but includes data on 
the new unit, 26-time rates for all 
Space, and new mechanical re- 
quirements for black - and - white 
letterpress reproduction. 


Hearst Promotes Kaus 


Frank J. Kaus, with Puck—The 
Comic Weekly and The American 
Weekly in various capacities since 
1940, and formerly vice-president 
of Federal Advertising Agency, 
New York, has been appointed di- 
rector of advertising plans, re- 
‘earch and promotion for Puck. 
Cornelius J. Sheehan, formerly 
Promotion manager of the New 

tk Evening Journal and of 
Look, will head Mr. Kaus’ adver- 
Using promotion staff. 

“obert D. Levitt will continue 
eneral manager of promotion 
Puck, The American Weekly 
Pictorial Review. 


McKendry Promoted 
Dory McKendry, former traffic 
‘nager, has been appointed as- 


tant to the national director of | 
“ nsonite sales of Shwayder| 


Denver, manufacturer of 
nsonite luggage, folding tables 
' chairs. Shwayder has an- 
inced that its largest fall cam- 

‘8n will include Esquire, Col- 
~alhe Look, The Saturday Evening 
( Seventeen and True Story. 


D 
} 
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Plans City Promotion 


The Charleston, S. C., Chamber 
of Commerce is formulating plans 
to raise $20,000 for advertising 
and promotion of greater Charles- 
ton. It is expected that $13,000 to 
$15,000 of the sum will be spent 
for regional and national adver- 
tising in newspapers, magazines 
and radio. A four-color tourist 
folder will be prepared in an in- 
itial quantity of 100,000, accord- 
ing to present plans. 


Permits Liquor Ads 


Brewers and distillers will be 
permitted to continue for the time 
being under Ontario government 
the so-called “institutional educa- 
tional advertising,’ which was 
allowed in Canada during the war 
as a public service under federal 
wartime order-in-council. The 
wartime measure had expired. 


Offers Art Booklet 


Art Type Negative Plate Serv- 
ice, Kansas City, Mo., has pre- 
pared a booklet describing a 
Fluorographic method of prepar- 
ing artwork to obtain better high- 
light halftones. 


HELEN M. LEAVITT 

New YorK—Mrs. Helen M. 
Leavitt, 71, who retired in June 
as assistant advertising director 
of the New York Herald Tribune, 
died Aug. 3 at Polyclinic Hospital. 
Mrs. Leavitt joined the newspaper 
(then the New York Tribune) as 
assistant to the advertising direc- 
tor. The censorship of all mate- 
rial submitted for advertising was 
one of her responsibilities. She 
had been a member of the paper’s 
board of directors since 1927. 


STEPHEN M. WAGNER 


Sr. Lours—Stephen M. Wagner, 
75, president of the advertising 
novelties firm, Stephen M. Wag- 
ner, Inc., died at St. John’s Hos- 
pital here July 26. 


ARTHUR E. KAYE 

Sr. Lours—Arthur E. Kaye, for- 
mer general manager of the St. 
Louis Star-Times, died at his home 
in Santa Ana, Cal., Aug. 1, fol- 
lowing a stroke. He was 52 years 
old. Mr. Kaye retired from the 


Star-Times in 1946 on the advice 


California. He had been a life 
member of the St. Louis Advertis- 
ing Club. 


WENDELL G. HALE 

Fort Dopce, Ia.— Wendell G. 
Hale, advertising manager of the 
Fort Dodge Messenger & Chron- 
icle, died Aug. 1, following an ill- 
ness of several months. He was 
51 years old. 


KENNETH A. PLOUGH 
DANSVILLE, N. Y.—Kenneth A. 
Plough, 55, president of F. A. 
Owen Publishing Company, pub- 
lisher of The Instructor, died Aug. 


months. He was elected president 
of the company in 1946, following 
the death of Helen Owen, daugh- 
ter of the founder, and former 
president. 


WHLI Promotes Lenn 


Station WHLI, Hempstead, Long 
Island, has promoted Joseph A. 
Lenn from account executive to 


of his physician, and moved to 


73 
‘UN World’ Appoints 
United Nations World, New 


York, has named A. Ronald Schil- 
ler, former managing editor of 
“Project X,” as assistant pub- 
lisher. Mr. Schiller served in the 
Navy as a lieutenant commander 
in Air Combat Intelligence, and 
before that was on the staff of 
Time and Life. 


Names Foley Agency 

I-T-E Circuit Breaker Com- 
pany, Philadelphia, has appointed 
the Richard A. Foley Advertising 
Agency, Philadelphia, to handle 
advertising. 


1, following an illness of several |. 


director of local sales. 


AHEEP YOUR EYE ON THE 
WAGERSTOW pM L/NE 


PERSONAL LEATHER GOODS 
FOR PREMIUMS, PRIZES AND 
ADVERTISING SPECIALTIES 


THE HAGERSTOWN LEATHER CO. 
HAGERSTOWN, MD. 


1. Mill Brand 

(| Paper brand name controlled by 
manufacturer 

() Nameless paper 

() Brand name controlled by a paper merchant 


C) Printer with 25 years’ service 


= 


rT 
aon ~ 
meta . — — 


3. Master Printer 


(j) Any graduated apprentice printer 
() One who owns or controls a print shop 


whe, 


Test your word knowledge 


of Paper and Printing 


2. Dealer Helps 


(] Feeder aids for a sheet-fed press 
(] Advertising material furnished to 


dealers 


() Trade paper advertising 


4. Trufect* 


(] New. type of color film 


() A top quality grade of printing paper 


(] Justifying process in typesetting 


ANSWERS 
| Mill Brand is a paper brand A Master Printer is one who 
name which is controlled by the owns or controls a print shop. 
manufacturer. Such a brand name is Time after time, master printers who 
Levelcoat*—a name backed by 75 prize excellence say they like to 
years of fine papermaking, and distin- print with Levelcoat. For Levelcoat 
guishing Kimberly-Clark’s outstand- reproduces their finest presswork 


ing family of fine printing papers. 
y] Dealer Helps is the term for 

advertising material furnished to 
dealers. For envelope  inclosures 
and other dealer aids, new 1947 
Kimfect* provides a coated paper 
with the Rok and feel of quality. 
Plus economy for volume printing. 


with fidelity and force. 
4 Trufect is a fine quality grade of 
Levelcoat printing paper. It has 
long been preferred for its whiter, 
brighter surface, ink affinity, and 
uniformly fine printability — qual- 
ities brought now to even greater 
perfection in new 1947 Trufect. 


oe a 
CU 
PRINTING PAPERS 


Kimberly 
Clark 


RESEARCH 


Levelcoat* printing papers 
are made in the following 
Trufect*, Kimfect*, 
Multifect* and Rotofect’. 


grades: 


. = 
TRADEMARK 


KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 
1872 — SEVENTY-FIVE YEARS OF FINE PAPER MAKING — 1947 
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GMA Appoints Two 


_ Dan V. Kilfoyle, with Grocery 
Manufacturers of America, New 
York, for five years, has been ap- 
pointed assistant to the president. 
Robert H. Bingham, former gov- 
ernment economist, who served in 
the food division of OPA for three 
years, has joined GMA’s statistical 
and research department. 


Buckley Joins WNBC 


Scott Buckley, formerly writer- 
producer at WBYN, Brooklyn, has 
joined the production staff of 
WNBC, New York, as a producer. 
Mr. Buckley was formerly radio 
director for the Winchester Re- 
peating Arms Company, New 
Haven, and Bell Aircraft Corpora- 
tion, Buffalo. 


a Choice Spot F 


Family Buying Income 


Worcester 
33.6% Over U.S. Average 


or Increased Sales 


@ healthy 13, 
average. Retail sales 
In your quest for ine 
count on Worcester 
The Worcester 


% ove 


rose to $405,523,000, 
reased sales, you can 


James D. Woolf Talks... 


retired 


will appear 


The Power of an Idea 


The advertising that is most 
effective is the advertising to 
which “something new has been 
added.” 

But that “something new” must 
be something people want—some- 
thing desirable—something that, 
at least most of the time, people 
haven’t been getting. 

.Here’s a very simple example: 
The rest rooms in thousands of 
gas stations, as everybody knows, 
are none too clean and little short 
of a national disgrace. 

On a recent fishing trip in Colo- 
rado, I drove past scores of coun- 
try service stations, many of them 
sadly in need of a new coat of 
paint, which advertised their com- 
fort facilities with signs, usually 
weather-beaten, which read either 
“REST ROOM,” or “TOILET.” 

Then we came upon a welcome 
exception. This sparkling station, 
fresh with a coat of white paint, 
caught our eyes with a snowy 
white sign, at least five feet long, 


A 


All figures from Sales Management 1947 Survey ‘of Buying Power 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


ss GEORGE F BOOTH PubGishen- 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


on which were painted three 
words in sky blue letters: “CLEAN 
Rest Room.” 

I talked with the owner. He 
had bought the station, a seedy 
and soiled affair, four months be- 
fore. In that short period he had 
sold more gasoline and oil than 
the old owner had sold in the 
entire previous year. 

Here you see the power of an 
idea—“CLEAN Rest Room.” 
When “something new has been 
added’”’—something people want— 
things begin to happen. 


Get Yourself an Idea 


The May Reader’s Digest tells 
about an Oregon hardwareman 
who spent $150 fixing up a “Cus- 
tomer’s Room,” 10x20, in the back 


typographers 


at 


Monsen-Chicago 


the nation’s best 
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Monsen-Los Angeles 
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,|a dark room, efficiently equipped, 


of his store. His advertising sug- 
gested: “Don’t clutter up your 
home with a small paint job— 
bring it down here.” 

“Within a matter of days,” says 
the magazine, “he developed an 
Adult Work Center with men and 
women painting and repairing 
screens, furniture, knicknacks— 
and buying scores of items sug- 
gested by their activities in the 
‘repair shop’.” 

Here is another example of how 


_ {an idea—something new and ap- 


pealing—puts power into adver- 
tising. 
It seems to me that this idea 


| could be adapted to other busi- 


nesses. Take a retail shop, for 
| example, dealing in supplies for 
loge ern photographers. Why not 


| where the amateur could develop 
| his negatives and make his prints 
—and also gossip about his hobby 
|with other “bugs”? 

What an advertising feature 
thet would be! 
| Would the shop thus lose work 
|it might otherwise have had? 
| Perhaps. But not much. It would 
have been home work in any 
}event in many cases. And the 
/patronage of new customers and 
} increased sales of supplies could 
/be tremendous. 


‘Lure for the Fisherman 


| And why wouldn’t the same 
| idea put lure into the advertising 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
vice-president 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 
advertising principles. 
is aimed primarily at the small business 
man who may be a neophyte at adver- 
tising, AA readers will find instruction 
and entertainment in the discussions and 
sidelights on advertising successes which 


of J. Walter 


While the series 


here each month. 


of the sporting goods dealer? 

Advertise a ‘“Customers’ Room,” 
fitted up with every needed tool 
and device for tying flies, painting 
and repairing plugs, and making 
minor repairs on guns, rods, reels, 
tennis rackets, golf clubs, and all 
the assorted paraphernalia the 
sportsman needs in the happy pur- 
suit of his pastime. 

Add to that a few comfortable 
chairs—and you’ll have a “Club” 
wherein the boys can spin their 
tall tales. I know of at least one 
sports-crazy town where such a 
“Customers’ Room” would be a 
sell-out. 


Give Them a Plus Value 


I know of one store dealing in 
office furniture, typewriters, sta- 
tionery, etc., which has found its 
“Customers’ Room” an extremely 
successful advertising idea. 

This room is equipped with 
four typewriters, stationery, desk 
fountain pens, pencils, etc. The 
room is available without charge 
to everybody, customers and non- 
customers alike, for whatever 
writing use they want to put it to. 

During any hour of the day, five 
or six persons—salesmen, local 
business men, high school stu- 


Advertising Age, August 11, 1947 @, » .ortisi 
dents, housewives—may be seen 
in this room typing away at the! = 
machines or writing at the desks. | , 
Nearly everybody has an impor- 
tant letter or paper to write now 
and then, and this store’s “Cus- ff 
tomers’ Room” is a very real sery- 
ice to hundreds who have no type- 
writers of their own in their 
homes; offices and stores. 

It is plus values like this that 
put salesense in advertising. 


Laundry Hits Pay Dirt 


In Tucson is a laundry and dry 
cleaning firm, busted and in debt 
in 1935, that is today valued at 
half a million dollars. 

What did it was advertising, 
publicity and sales promotion to 
which “something new had been 
added.” 

As a dramatic demonstration of 
its skill, the laundry ironed two 
shirts, and a blouse or dress, out 
of each “rough dry” bundle free 
of charge. That was a new idea 
in Tucson, and it brought quick 
results. 

Constantly the advertising fea- 
tured new ideas—and each was a 
new service, a first, in the com- 
munity. The laundry was the first 
to repair zippers, the first to re- | 
weave, invisibly, moth and cigaret 7 
holes, the first to know how to | 
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The "St. Paul Dispatch- 


Pioneer Press 1947 Consum- 
er Analysis" will tell you 
this about the St. Paul 
Market. 

This extensive and scientifi- 


dependable facts which will 
market. 
The "St. Paul 


agencies. 


cally conducted survey gives consumer preference, merchan- 
dise availability, shopping habits and other significant con- 
sumer data on foods, soaps, toiletries, beverages, 
appliances and general consumer habits . . . 


Dispatch-Pioneer 
Analysis" is now available to advertisers and advertising 
Order your copy now. . 
and write: National Advertising Department, St. Paul Dis- 
patch-Pioneer Press, St. Paul |, Minn., or Ridder-Johns Incor- 
porated, 342 Madison Ave., 
Chicago, or Penobscot Building, Detroit. 


ST. PAUL DISPATCH-PIONEER PRESS 


place | 
mess ir 
-and 
hat 1 
Con: 
pf yo 
omer: 
ems, 
aybe 
Duildi: 
you 1 
hat 


on 


 . : 
a7) 1s 


ising 
lave 
anc 
Bales 


home 
a wealth of 
serve as a key to this potent 
Press 1947 Consumer 


. use your letterhead 


New York; Wrigley Building, 


| Po | 
| 
> ‘ a | ae 
twats | 
ae ee | 
' | 
ee | 
eree tou 
an | re 6 
| 3 " 
It’s good business to know your major | " 
markets — markets like Worcester. In this il 
| € 7 Central New England area, per family EXT 
— buying income of $4880 in 1946 was a r dl Co 
) , big 33.6% above the ys. average, and it this 
les, . | 
r the Massachusetts —————— Za 
) pa ” * @ premium market. 
. CKO 9gram-Gazette com- Ne IDER 
4 ae pletely covers the entire areg effectively Q } that it's not te 0 
, “ag with the daily circulation in excess | 
) ye ) 7,2f 140,000 and Sunday circulation | N a 
- # over 100,000 | & 
> ‘Oita | * 
Ao © ee | | N | 
& ss ae re ee 
Bee P, , wee so 7 
| eg Pe = \, ae | | 
a pi A> Gory “a S\2 st ~e4"sa" = 
‘ de, POL dhe CA | a - > 5 lth et aaa 
aati «|  , Nagas 
he Y Pees 
eee Cc é Bre 
: | } will e 1 & Awe \— 
hy ” ’ 7 - « 
ee — ae (~— fw ray OSA : ising 
| - l -— F a 2 ae ; 
—_ , =| V7 Pi be Pp in 
——. WE MU Me Ne ime 4 Me '£ : a) OF 
ee | AE A xe y ae 
| | AN= ji wo —| é J oO | bn. th: 
— ee ae ee ae =p |, Fy —<——- —~ 2 se w 
AA pai’ Zz = “ \y { t. Hi 
> Joli Tf eee > i ‘ “ad The 
| | | (PES | 
a i JLR\ 
| KI “a ~ 
\ | 
ail BN A ee i v 
, ae Ce il eS ar ieee TO 
eee , eee, bd : py =..* ay ee i 4 SS 7" 
mB comp OSItOrS gage ae a SS a 
me. ares <i ‘ “a eal ; ofa Lo Saree Rg list 
ee a ae wg we a sae / . a _ 
e 7% - )- ae | St > he | 
3 | SS gw ee yy . | a 
| Ga xi re 
; | - Vag ¥ ae “ ‘ a oe 
| a fourier . 
| ~ ~ Bag Of 
; . mk : : C 
7 | N tisi: 
5 a gee = - 
’ * ~~ $ca 
= | “WE tw: 
‘ typ 
| | Feo 
ee : 
| ee Riro 
é | . 


» 1947 


> seen 
at th: 
desks. 


mpor- i 
e now 


“Cus- 
l sery- 
» type- 

their 


is that 


ad dry 
n debt 
ied at 


‘tising, 
ion to 
1 been 


tion of 
d two 
SS, out 
le free 
W idea 
quick 


g fea- 
was a 


dvertising Age, August 11, 1947 


4 


: 


2 . . i i aad Oe ia . 
4 “ ox 


> cOoMm- § 


ne first § 


to re- 


cigaret J 
iow to | 


OR EXTRA SALES—Continental Dis- 
ling Corp., Philadelphia, has brought 
t this new display for "The Master 
end," to be used on counter or back 
bar, or as a window piece. 


lean leather jackets, the first to 
now how to block ten-gallon 
stetsons, the first to make “‘Levi’s” 
ok old and faded (very stylish!), 
Mhe first to shine shoes and de- 
iver them at your door, and the 
rst in a dozen other things. 

The advertising brought sensa- 
mional results because the laun- 
try had something to say—about 
omething that people wanted but 
shad not been getting before. 


Study Human Needs 


I can do no better than to re- 
Bpeat what has been said in this 
place before. Think of your busi- 
mess in terms of what people want 
—and particularly in terms of 
hat they are not getting now. 
Conduct a little “Gallup poll” 
pf your town. Study your cus- 
omers and prospects, their prob- 
ems, their needs, their gripes. 
aybe, for example, you are a 
MPuilding supply dealer. How can 
ou make your service better? 
hat can you say in your adver- 
ising that will arouse interest? 
I have heard of one build- 
g supply dealer who never lets 
p in hammering home his slogan 
“MY PROMISES ARE MADE 
—O BE KEPT.” He makes good 
bn that by never making a prom- 
Se unless he is sure he can keep 
t. He is doing all right. 
_There is no mystery in adver- 
ising. It is really very simple. 
lave something the people want 
and tell them about it. That’s 
Balesense. 


ues Survey on N. E. 
tocery Retail Market 


The New England Newspapers 
.\dvertising Buveen, Boston, has 
Bssued a two-séction supplement 
° the 9th annual survey of retail 
stribution of grocery store 
prod ucts in the New England mar- 
~ The first section presents 
ata showing the distribution for 
e 38 cities which participated in 
e 1947 survey, and the second 
the nine-year trend of re- 
distribution of all grocery 
‘cts which have been in- 
in the New England News- 
Advertising Bureau’s an- 

‘| surveys since 1939. 


Offers New Type Type Scale 
‘; sman Type, Dayton adver- 
+ > Ly pographer, has developed 
«By pocket-size Select-A-Type 
Bo with which, by registering 
) arrows (size and style of 


_: ‘he user obtains a character 
ee ading for any measure 
Typ _° to 36 picas. The Select-A- 


Por will soon be sold nationally 


Dorland Gets Bulk 
of Army Area Ads; 
Budget $460,000 


(Continued from Page 1) 


tives of Batten, Barton, Durstine 
& Osborn, J. Walter Thompson, 
Young & Rubicam and Fred 
Gamble of the Four A’s, from the 
more than 500 agencies in New 
York, had been narrowed in com- 
petition to five. The First Army 
account is worth $80,000. 

Dorland has also been named 
to handle the Sixth Army account 
(headquarters, San Francisco) 
with a budget of $51,000, for the 
second consecutive year, and the 
Fifth Army (headquarters, Chi- 
cago), with a $100,000 budget. 
In Chicago, invitations had been 
sent to 40 agencies in the mid- 


tended the Fifth Army briefing 


western area, and 14 of them at-, 


session where, according to War 
Department directives, they were 
told that 50% of the budget would 
go to spot radio time and 50% 
to classified advertising. 

Seven agencies made presenta- 
tions to the board of officers. In- 
cluded were Allen & Reynolds, 
Omaha; Bozell « Jacobs, Omaha; 
Fuller & Smith & Ross, Cleveland; 
J. R. Pershall Company, Chicago, 
and Son De Regger Advertising 
Agency, Des Moines. 

Dorland is one of five agencies 
which were competing for the 
$100,000 account of the Second 
Army, with headquarters at Fort 
Meade, Md. Others who went be- 
fore the selection board for a final 
choice were Henry J. Kaufman & 
Associates, Washington; J. M. 
Hickerson, Inc., New York, Wash- 
ington and Chicago; Keelor & 
Stites, Cincinnati, and W. H. Long, 
York, Pa. 


Invited 317 Agencies 


The Second Army which has 
the largest “quota” of any of the 
Army Corps, sent invitations to 


75 


all 317 recognized agencies in its| Nqmes West-Marquis 
E 


territory. Lt. Col. Milton 
Sayers, public relations officer for 
personnel procurement, reported 
that 57 attended a briefing on the 
account, and that the five finalists 
had been selected from 35 agencies 
which submitted formal presenta- 
tions. 

The Third Army (headquarters 
in Atlanta, budget $62,000) has 
named Eastburn & Siegel, Atlanta, 
to handle its account. 

The Fourth Army (headquar- 
ters, Ft. Sam Houston, Tex., 
budget $57,000) will be handled 
by James McBride Advertising 
Agency, Ft. Worth, Tex. 

In Washington, Army procure- 
ment officers noted that the pro- 
motion budgets were based on re- 
cruiting population, in line with 
past recruiting results. Selection 
of the agencies was made locally, 
and rules will be made locally, 
they said, adding that only the 
Second and Fifth Army decisions 
had to be approved in Washing- 
ton, since only those two appro- 
priations are $100,000 or more. 


West-Marquis, Inc., Los An- 
geles, has been appointed to 
handle the advertising of Las 
Vegas Chamber of Commerce. 
About $35,000 will be spent for 
the remainder of the fiscal year. 


Appoints PR Director 

Harry O. Chapman has been ap- 
pointed public relations director 
of the West Coast Telephone Com- 
pany, with headquarters in ates 
ett, Wash. 


Names Representative 


Let’s Go Publishing Company, 
Chicago, has appointed George C. 
Price, Detroit publishers’ repre- 
sentative, to represent Automotive 
Wholesaler in Michigan and Ohio. 


f STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


QUANTITY, ANY COLORS. eo ALLOW $TAI 
need AGENCY COMMISSIONS. 79 


€ HALKER oss LIMA on 


scene. 


that’s more familiar to more peo- 

om than this faithful timekeeper. Folks 
now it’s always there to tell them the 
time of day. They rely on it. 
clock on city hall is a part of the local 


The 


The success of the locally Edited 
Gravure Magazines is due to this same 
natural affinity that everyone has for 
local places, local people and local 


As local as the clock on city hall 


here’s not a landmark in our town 


high readership, such thorough read- 
ership, such interested readership. 


Also it’s easy to use the locally Edited 


Gravure Magazines. 


They are avail- 


able individually or as a convenient 
single-order, ~~ single-billed 
li 


pecneg?, . All six pu 


printe 


nn are 
in Standard Gravure’s modern 


rotogravure plant in Louisville, Ken- 


tucky —insurin 


uniform, top-quality 


happenings. Every Sunday in the year 
people in seven major markets settle 
down to read and enjoy their own 
locally edited magazine. (Total circu- 
lation over 1,400,000 copies every 
week!) It’s a reading habit that pays 
extra dividends to advertisers. For no- 
where else can your dollar buy such 


reproduction in monotone, duotone 
and full color. F 
WANT MORE FACTS? Just write 


the Locally Edited Group, Louisville 
2, Kentucky, or contact any of the fol- 
lowing Representatives: Branham Co., 
Jann & Kelley, John Budd Co., 
O’Mara & Ormsbee, Sawyer-Ferguson- 
Walker Co. 


FEATURING THE LOCAL TOUCH FOR HIGHEST READER INTEREST 
FOR GREATER ADVERTISING VALUE 


Columbus Dispatch 
Houston Chronicle 
The Nashville Tennessean 


Louisville Courier-Journal 
Atlanta Journal 
San Antonio Express 


New Orleans Times-Picayune-States 


Locally Edited Gravure Magazines 
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76 
Joins Wain & Baruch Rumrill Agency Named 


Bob MacPherson, formerly with Stromberg - Carlson Company, 
the Fred Eldean Organization,| Rochester, N. Y., has appointed 
New York, has joined Wain &/Charles L. Rumrill Company, 
Baruch, New York public rela- | Rochester, to handle the advertis- 
tions organization, as account ex-|ing of its sound equipment di- 
ecutive. | vision, effective Aug. 1. 


yy” 
Lab oes 


THE SOUTH'S largest manufacturer 
of Clay Pipe, Silo Blocks, Fire Brick, 
and 10 other kindred products... 
Pomona Terra-Cotta Co. with home 
office and plant in Greensboro have 
been serving the South for 61 years. 
It takes more than 4,000 freight cars 
yearly to move the products manufac- 
tured by this Company, and is typical 


GREAT DUSTRIES i tae 


Advertising . 
onsum 


EUROPE NEEDS YOUR HELPfigures 
nComr 


(Continu 
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Send a CARE 
Food Package — ‘IQ 


ng men no 
yf greater i 
ensive tabu 
enditures fc 


| of the diversified industry in the 
‘4 Growing Greensboro Market. 


' W. C. Boren, Jr. 
ee acumen acamen President 


||Fall Campaign 


of perfumes, bouquets, bath prepa- 
rations, cosmetics and men’s 
toiletries, with copy scheduled to 
break this month and appear 
monthly thereafter through De- 
cember. 

Four-color, two-color, and 
black-and-white insertions rang- 
ing from quarter to full pages will 


The bal q ‘ run in Beauty Fashion, Charm, 
e balanced economy of the Greens- }) | Esquire,’ Glamour, Harper's Ba- 
boro Market when projected against [4 |2aar, Mademoiselle, Playbill, 
the high Net Effective Buying Income }] | Script, Seventeen, Social Spec- 


tator, The New Yorker, Town & 
Country and Vogue. 

Prior to Christmas, insertions 
will promote different full-line 
groups of both men’s and women’s 
accessories in copy keyed to holi- 
day gift suggestions. In addition, 
a special fall campaign for Shang- 
hai perfume will augment the 
company’s national effort. Start- 
ing next month, department stores 
in 20 major cities throughout the 
country will feature this fragrance 


of $450,486,000* in the ABC Retail [ 
Trading iZone is reflected in the $80,- 
297,000* Gross Farm Dollars and the 
$290442,000* total Retail Sales in 
this same area... reached only 
through the NEWS-RECORD with 
more than 64°/, coverage of families 


in the ABC Market. % 
*1947 Sales Management Figures. J 


ore reensboro News-Re ecord 


tion were authorized last week to 
use a limited amount of news- 
paper and trade publication ad- 
vertising for public notice of pro- 
curement or foreclosure proceed- 
ings. 

The agency, a Department of 
Agriculture subsidiary established 
primarily to help tenant farmers, 
is engaged in a large-scale dis- 
posal of land which had been ob- 
tained by the defense relocation 
corporations during the war. 

Under the regulation, top per- 
sonnel may use up to 15 county, 
city or other newspapers, appro- 
priate trade publications and other 


tions. 


Emerson Radio Forms 
Service Subsidiory 


Emerson Radio & Phonograph 
Corporation, New York, has 
formed the Emerson Television 
Service Corporation, a subsidiary, 
to service all Emerson home tele- 
vision receivers direct from the 
factory, until such time as _ the 
trade itself can arrange to set up 
its own service units. 

Emerson has established a $60 
installation fee, including cost of 
installation and a year’s service, 
to be billed with each receiver by 
the dealer. 


umer goods 
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HELP WANTED—More than 2,000 of these 24-sheet posters, designed by Michael Privitello, will be shown during Septem. od be oe 
ber as the outdoor advertising industry's contribution to the CARE (Cooperative for American Remittances to Europe owe 

Inc.). This is one of the public service projects sponsored by the Advertising Council. a ed 

n¢ . 

s ‘ Is of limited ¢ le ipping bloss 

: ed s journals of limi or general cir. ; t 

Lentheric R dies Far mers Home culation to advise the public of ates ites 

Y its offerings or intended pur- Service E 

Unit to Employ pe sedi Ui 

NEw YorkK—Lentheric Inc. will The ads will be largely of legal ewelr th 

: ’ ’ A Y; € 

launch an intensive advertising Legal Ad Cop y type required by state laws or byM@B)..ning anc 

campaign in national magazines} WasHIncTon—Area officers of|courts of competent jurisdiction, p from $98 

this fall, to promote its full line|the Farmers’ Home Administra-|or by federal —s regula-ioo. fur sto 
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in promotions keyed to China’s Other he 
annual autumn festival. Anna May edical car 
GREENSBORO, N. C. Wong, Chinese motion picture and hich have 
_ Represented by Jann & Kelley, a, stage star, will tour the stores to 97,000,000 © 
speak on Chinese beauty customs. onal busin 
Geyer, Newell & Ganger is the ues, broke! 
agency. osit box 1 
——— lassified ad 
Geyer Heads ARF “Trane 
Technical Group we 
i : . Eee ‘ The Advertising Research ro ae 
: Pir: - £ aA aT le : Foundation, New York, has ap- uding « 
aie 5 Pape a ; pointed B. B. Geyer, president nd used ¢ 
: 3 and chairman of nd oil; tol 
: bee : the board of re under “ 
$ 2 is aw LI N Geyer, Newell & reetcar an 
; <7 Ganger, New! mmuters’ 
: “a York, as chair- ad, airline 
t man of its re- aggage chi 
: a cently enlarged Detailed 
ee » technical com- on "i 
Z ’ ' mittee, which ‘ cab ao 
"a passes on all cased fro: 
a techniques and ally, rep 
- m = research proced- eater inc 
! ae or , He pS Rees ures involved in Hl sports 
| co ae a sa we, er: B. B. Geyer the studies con- cted alm 
ee ee : 3th . ducted by the rofessional 
|research foundation. iNncing; sig 
Mr. Geyer, who is also a direc- Blows anes 
tor of the foundation, succeeds hee . 
Otis A. Kenyon, vice-chairman of png 
Kenyon & Eckhardt, New York, De ee: a 
who recently became chairman of €n seeds | 
the foundation’s board of direc- pu 
tors. Other he 
Ane F-F-G Gets Orders beer 
Three Join Marlowe 7 "We estimate that our ad in Fur-Fish-Game sold approxi- vse 
ittie Kirkbride, Iran Berlow | ra’ 
nd Peoleia Gamane have ‘elaed mately 1,000 pairs of trappers’ rubber gloves to date. Your Nith the 
the newly organized television | magazine gets around, for we have had orders from Nova pis 
production firm, Marlowe Televi-| Scotia to Columbia and California to New York." W. M. Gres- ot os 
sion Associates, New York. Miss sard, Kent, Ohio. utline 
P H 0 U 0- E N wh R A VE Sz Kirkbride was formerly a free- at - he 
lance television producer and di- Put Fur-Fish-Game on your 1947-48 schedule. Its 100,000 ational in 
i SS a ek rector: Mr. Berlow has acted and sportsmen readers make a splendid testing medium. And the oy pay! 
, directed in both the legitimate | space cost is modest. p~ness in 
207 NORTH MICHIGAN AVEN theater ane radio, and Mr. Stange P nd interes 
has be  jtudy‘ng for the past| The A. R. Harding Publishing Co. 175 E. Long St., ae i 15, OY eroups 
yea. te +4OMsrican Theater | Chicago Sesadans w York The volu 
| Wing on? nto the on television. ' Cole & Mason, Jeperter 6558 J. H. Conrow & Co. Walter C. Elly, "tureey Hill 4-062 
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onsumer Spending 
Higures Tabulated 
n Commerce Study 


(Continued from Page 1) 


ng men no single table will be 
yf greater interest than an ex- 
ensive tabulation, grouping ex- 
nenditures for 200 different con- 
kumer goods and services during 
he 18 years, under 12 major head- 
ngs. 

The first heading, covering food 
hnd tobacco, shows an annual in- 
rease in expenditures for food 
or off-premises consumption from 
» low of $12,719,000,000 in 1932 
o $55,086,000,000 in 1946. Simi- 
ar breakdowns are provided for 
musement establishments, hotels, 
fining cars, schools, fraternities 
nd clubs. One item shows how 
ipping blossomed from $96,000,- 
T-BHO) in 1933 to $248,000,000 in 1946. 


r- Service Expenditures Jump 


Under clothing, accessories and 
ewelry, the table reports shoe 
Wileaning and repair expenditures 
Lp from $98,000,000 to $293,000,- 
la-Mo0: fur storage from $10,000,000 

o $47,000,000. Other totals relate 

o laundering; jewelry and 

atches; second hand clothing 
Murchases; costume and dress suit 

entals. 
Under other headings, the table 
hows expenditures for baths and 

ry,mmasseurs up from five to 15 mil- 
le-Mions; for beauty parlor services, 
therom 122 to 541 millions; for bar- 
the™er services from 215 to 468 mil- 
ions; for toilet articles and prepa- 
ations from 320 to 1,164. 

Under household operation, the 
able outlines increased spending 
or furniture, floor coverings, re- 
@rigerators, washing machines, 
ooking and portable heating 
Pquipment, china, glassware, dur- 
Able house furnishings, writing 
quipment, antiques, upholstery, 
are of electrical equipment, light- 
ng supplies, fuel, utilities, post- 
ge, express charges, moving ex- 
benses, domestic services, fire and 
heft insurance. 

Other headings break down 
edical care and death expenses, 
hich have mounted from $2,- 
97,000,000 to $6,447,000,000; per- 
onal business (including union 
ues, brokerage charges, safe de- 
osit box rentals, legal services, 
lassified advertising expenses). 


‘Transportation’ Listed 


Costs of user-operated vehicles, 
cluding expenditures for new 
md used cars; parts; tires; gas 
nd oil: tolls, and auto insurance 
re under “Transportation,” as are 
reetcar and bus fares; taxicabs; 
mmuters’ trains, and other rail- 
ad, airline and water travel and 
aggage charges. 
Detailed treatment of recrea- 
on, where expenditures have in- 
reased from $2 to $8 billion an- 
lally, reports on motion picture 
eater income, expenditures on 
| sports (college football col- 
cted almost twice as much as 
rofessional baseball); books; 
incing; sightseeing; magazine and 
€wspaper and sheet music sales; 
madios; musical instruments; stamp 
nd coin collections; hunting; gar- 
€n seeds and plants; camp fees; 


it 
At 


Other headings deal with pri- 
ale education and research; re- 

and welfare activities and 
flign travel and remittances. 


: With the same painstaking care, 
} lsewhere in the document, Mr. 
¥ Sert and his associates have 

Ullned the composition of the 
0 |#28tonal income by wage and sal- 
e |#@'Y payments, unincorporated 


PUSiness income, corporate profits 
nd interest for each of 70 indus- 
5, UgSrY croups during the 18 years. 


by year and the average annual 
earnings of employes are shown 
in the same industrial detail. 

One of the features of the re- 


solidated receipts and expenses of 
the American business system. 
Business transactions with the 
government, the consuming pub- 
lic and foreign countries are shown 
separately. 


_ 
Income, Expenditures Shown 


Special tables show the income 
and expenditures for each of the 
major segments—business govern- 
ment, consuming public and for- 
eign trade. Statistical tables in 
the report, all for 1929-1946, in- 
clude national income by dis- 
tributive shares; personal income 
and disposition of income; gross 
national product or expenditures; 
sources and uses of gross sav- 
ings; relation of gross national 
product; national income and per- 
sonal income; liquid savings esti- 
mates; national income by indus- 
trial origin; number of full-time 
employes by industry; 


port is a table showing the con-| 


earnings per full-time employe; |! 
number of active proprietors of | 
unincorporated businesses; num- | 
ber of persons engaged in produc- 
tion by industry; corporate sales | 
by industry; new construction ac- | 
tivity; net change in business in- 
ventories; personal income; sea- 
sonally adjusted monthly totals at 
annual rates, and many others. 


Sweets Appoints Two 


Sweets Catalog Service division 
of F. W. Dodge Corporation, New 
York, has appointed J. Leland 
Benson to the architectural con- 
sulting staff, with headquarters in 
Chicago, and John W. Evans to 
the sales department, with offices 
in New York. 


Promotes Koeller 


Terry Koeller, advertising man- 
ager of the American Foundry- 
man, monthly publication of the 
American Foundrymen’s Associa- 
tion, Chicago, has been promoted 
to promotion director in charge of 


public relations and promotional 


average | activities of the association. 


Alter Joins Apex 
Arthur G. Alter, formerly di- 
rector of art and purchases, in 


charge of merchandising for} 


Houbigant Sales Corporation, and 
previously director of merchan- 
dising for Revlon Products Cor- 
poration, New York, has joined 
Apex Specialties Company, New 
York, as sales promotion and ad- 
vertising manager. Apex makes 
Glare-Bar sun glasses and other 
optical products. 


Directs Merchandising 


Joseph Ross, formerly assistant | | 


to Stanley Marcus, executive vice 
president of Neiman-Marcus Com- 
pany, Dallas, has been named di- 
rector of merchandising opera- 
tions of the store. 


77 
Heads Four A’s Group 


Deane Uptegrove, vice-president 
and creative director of Alley & 
Richards, New York, has been 
appointed chairman of the Ameri- 
can Association of Advertising 
Agencies’ newly formed art com- 
mittee, which will study the Four 
A’s standards of practice in han- 
dling art work and other related 
agency art problems. 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 
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Tuis G. Washington newspaper campaign announces great 
news for coffee lovers —a saving of up to six cents a day by 
using G. Washington Instant Coffee. And this coffee cam- 
paign is great news for other advertisers, too. Because tear- 
sheets prove that G. Washington’s use of Reilly PLAsTICTYPES 
results in cleaner, more uniform reproduction. 


Nimeteen other leading food advertisers are already profit- 


ing by this finer, lighter plate. So are seven famous auto- Pi Reilly Electrotype Company 
mobile advertisers, eight top tobacco advertisers, sixteen big rd 305 East 45th Street, New York 17, N. Y. 
soap and drug advertisers — and hundreds of others. Remem- 4 a Mail me a sample Plastictype, and tear- 
ber: every PLASTICTYPE retains the true fidelity of the orig- / sheets. 
inal, and the saving on shipping costs averages 60%— ! Have a representative call to give me 
making first class and airmail inexpensive. Mail the coupon I full details 
today for free details. t 
: Name a 
~ 
© ' . 
Cl AsTIC es,“ | 
\ 
\ Address 
Dept. A.A, 
REILLY ELECTROTYPE COMPANY * 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 *. 
CHICAGO * DETROIT * INDIANAPOLIS - SAN FRANCISCO + LOS ANGELES 7. 
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Austin to Lauraites 


Phil L. Austin, formerly with 
Kling Studios, Chicago, has been 
appointed art director of Paul W. 
Lauraites & Associates, Waukegan, 
Tl. 


| Classified Admen Meet 


The Western States Classified 
Advertising Managers Association 
will hold its 1947 conference at 
the Hotel Samarkand, Santa Bar- 
bara, Cal., Sept. 28-30. 


BECAUSE |! 
EDITED FOR 
ITS READERS 


FIC ‘Old Guard’ 
Ready fo Scrap 
Mason ‘New Deal’ 


(Continued from Page 1) 


missioners in appearance before 
trade groups and congressional 
committees. 

For the past 18 months, the “Old 
Guard” held its fire as Com- 
missioner Mason presented himself 
as “the White House agent” to 
introduce a new program of coop- 
eration between the FTC and in- 
dustry. 

His folksy opinions received a 
volume of publicity, unusual for 
FTC. 

He became a familiar figure at 
trade meetings, propounding a be- 
lief that the commission should 
encourage industry “to police it- 
self” through “‘codes of good busi- 
ness ethics.” 


According to Mason, these codes 
would spell out the law, enabling 
the vast majority of “honest” busi- 
ness men to understand their obli- 
gations, and leaving the commis- 
sion free to deal with the “small 
minority” which violates the code. 

On these occasions, Mason habit- 
ually disregarded his prepared 
speech, to offer a “confidential” 
and “off-the-record” tip that “this 
is Harry Truman’s program as 
well as mine.” 

Despite its wide acceptance by 
the trade press and_ industry 
groups, the Mason program pro- 
duced only one code in 1946—for 
the household dye industry. A 
second code for the cosmetic in- 
dustry is in preparation 

Appearing at his own request 
before the Senate appropriations 
committee, Commissioner Mason 
complained late in June that the 
commission had failed to assign 
proper personnel to the program. 


Loses Appeal for Funds 


At the time he tried unsuccess- 
fully to sell the committee on a 
rider which would have ear- 


marked $1,122,880 of FTC’s 1948 
funds for the trade practice con- 
ference program. 

It was during this appearance 
that he released the resolution, 
pending before the commission 
since April, which would require 
the commission to drop individual 
cases where industry members 
adopt a trade practice code. 

Now, Commissioner Ayres claims 
the Mason resolution could have 
been brought to a vote “at any 
time.” 

“If the sponsor of the pending 
motion does not bring it to a vote 
promptly upon his return from 
vacation, I shall ask for full con- 
sideration of the matter and make 
specific proposals thereon,” Ayres 
declared Tuesday. 

Presumably the “Old Guard” 
considered the reappointment of 
the 80-year-old Commissioner 
Ayres as a sign that the White 
House is not as completely sold 
on trade practice conferences as 
Commissioner Mason would have 
the world believe. 

Commissioner Ayres said that he 
will be ready to amend the Mason 
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TOLEDO BLADE 


The diversity of Toledo produc- 
tive genius is emphasized once 
again by Ransom & Randolph, 
one of the 555 Toledo industries 
whose variety of manufacture sta- 
bilizes the city’s economic life... 
And diversity characterizes the 
columns of The Blade, which in 
variety of news, features and spe- 


cial articles has a well-recognized 
appeal to the many-sided in- 
terests of all its readers 
throughout the whole pros- 


perous area it serves. 


Interesting factual information 
will be found in a new book- 
let ‘The Toledo Market’... 
sent on request. 


Ransom & Randolph have been successfully 
engaged for some 75 years in the manufacture 
and distribution of instruments, materials and 
supplies in the highly specialized professional 
field of dentistry. During these years the Ransom 


& Randolph name has become synonymous 


with fine quality, the result of Ceaseless research, 


rigorous tests, and precision manufacture. Such 


is the good name of “R&R” 


they find a ready reception not 


products that 


only at home 


but in the foreign countries to which they are 


carried through world-wide distribution. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 


MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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program when it comes to a vote, 
though he refused at this time ty 
indicate the nature of his amend.j 
ments. ; 


Critical of Conferences 


His statement was critical of 

trade practice conferences ‘“be- 

cause they cannot be more effec- 

tive than the good faith of the 

parties involved.” 

“Obviously,” Ayres said, “they 

are not adaptable to all situations 

and their use should never be per- 

mitted as a means of evading orf 
delaying the effectiveness of the 

laws we administer.” 

In recent months, the commis- 

sion has been sympathetic to at 

least one Mason argument: That 

it is unfair to punish one indus- 

try member for an unfair trade 

practice while permitting his com- 

petitors to continue the practice. 

On Tuesday the commission 

followed this reasoning, and stayed 

the enforcement of a cease and 

desist order which would force a 

complete reorganization of the 
demonstrator and other sales pro- 

motion methods of Elizabeth 

Arden. 

Under the commission’s deci- 

sion, the Arden order will not be? 
enforced until 60 days after the! 
disposal of six similar cases) 
against Arden competitors. 


sion ignored Arden’s proposal that 
the cease aiid desist order be sus- | 
pended pending adoption of the? 
trade practice code for the cos-§ 
metic industry, now in preparation. 


Join McGillvra Sales 


Ray T. Murphy and Lynn L. 
Barnard have joined the New 
York sales staff or Joseph Hershey 
McGillvra, radio station repre- 
sentative. Mr. Murphy was for- 


account executive, and Mr. Bar- | 
nard was formerly with the New 
York office of Batten, Barton, 
Durstine & Osborn as radio time | 
buyer, program producer and radio 
account executive. 


McCann Moves Swigert 


assistant to the manager of the/ 


ilar position in the agency’s Ha- 
vana office. 


Resigns Kalart Account 


Badger & Browning & Hersey, 
New York, has resigned the ac- 
count of the Kalart Company, 
Stamford, Conn., effective Oct. 1. 
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FOR 40 YEARS, ROADS AND 
STREETS has served this field 


ership in this vigorous, never-static 


field. 24,000 CCA. 
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At the same time the commis-” 


merly with the New York staff as | 


Bogota, Colombia, office, to a sim- | 


through personal field contacts! 
that create sure-fire editorial leed- % 


and Buyers Want to Knew About Care 


Advertising 


Egan ¢ 
End Di’ 


| Rate P 


New YORK 
president of 
vertising E 
and vice-pr 
ing director 
and Lew H 
National Re 
sociation, a 
their recent 
“magazine 
adopted by 
tives at the 
ference (A. 
was all the 
understandi 

The resol 
bers to b 
prominently 
at the gene 
lower retail 

In a join 
the two a 
Egan decla 
pers had n 
arbitrary fe 
ested only 
tion of thei 
He express 
resoluti 
would not |} 


S arbitrary a 


of papers. 
Mr. Hahn 
the recent ] 
appeared t 
both retaile 
and said t! 
nized that 
the resolut 
come from 
newspapers 
might infri 
of retail ad 
all parties: « 
erance” aw 
Both me 
be expecte 
newspapers 
reasonable, 
either side 
they would 
discussions 


McCann - Erickson, New York, |j course shot 
has moved Bruce Swigert from | 


‘Jack . 
Maga 
Stand 


MINNEAP: 
Inc., and 
New York 
ina new 
the Jack 

= Magazine. 
the newsst 

A print 
has been | 
issue, with 
anteed cirt 
vertising 1 
color page 

The Jac 
grams, on 
coast, hav 
y oe Whe 

\-Ame! 
anal 
ewspaper 
eries of 
roduced 

The new 

egular pl 

Armstrong 

The ma 

r com: 
he ra 
tion § 
tandir 

Arm 

fe oy h 

1 servic 


4th St. | 
SPecialize 
and educ 


ahs : ? 3 ‘ Ra ttn d ae ~ 4 i =; : ate 3: eS hs * ; ey 1 
~ ie cee RS Me “ : p> ‘ ee * 7 . iz 3 - 5 ae a vs i - : a By ES: c § 3 Eat r eh BM StNg i f * vol ies re _ we: ‘ ie pe 
a 
= ee 
ee | | — 
| 
: a 
ee 
! 
| 
. 
st | 
ADVERTISING 
in 
Ji 
. ae 
| ee 
2 t 
7 -..—_l_l?”_ _ RPK RN 
es 
‘ ee 
ee } 
ee 
eS Aw) fs a OS. i SS iO 
Be fe NAG SS Ne 
hae See i. ‘ . Fe ~ x - : } Pre of ; 
a i eee =—l | ee +h a Pe A yy a 
ye Be £ dun * ee % ie eee \" ; PS x) ai = : : ~s in — & » y 
" i a x7) EN Bs Pe Es a a eS ~~ 2 ea sdk ae ag 
3 5 do RE ae yz as a 7 a 
q ee: ‘eC g ge a “S a A ee ar ae ig 3 “wel E c hen ' ea a scnnd ? ar s 
= AOA 33-323 A eae i | wae ater 4 YE ~ a Se 
Pees. ay na a8 _— ean CS F el) 4 e ——" ae —— tl ( it ste eae 7 
| Kf aaa — ta pe: ‘a nee oe Lp 
i a iis, "a eet eee CO 
pte en: 2 5 acid ae Se is 5 ol ies ie od a) a Batt be! ey ° oo Re i ae Sas ee rp 
ey lm MAE Rey Beh : ON ae | 
ae es. a ey en Fo ates ee Mia: wae ' } 
, 8 6 7 BR ee ae eH Re! hCUCtC(<—t:ti‘“CS;:‘<‘i De | 
eer a oe oe je my . Tier sy —e awe SOR F . Praia 1 ee ee ma Bo 
a. am eee A TOC... waht EE OOS yi 2. SOAR ee Se 
ry, : +) ee 
; eg | nn cee é 
| | | : ‘ ‘ ey. ae 
; 4* “Omg “q <" i: wn ? 
| A: pee, ae 
‘ ; a ‘e4 » : 
‘. ay ee ‘s a | ™ y ——————— rc. 
. [ee a ~ B noaps © 
ry aetna: Mai p ee ‘ 
: : ' Sa Bs oe A con a Pas 
7 OO — $ \e 
ie er w the \ee 
ee I 
3 ee Uae | 
. 1 pine oe TT 
| ee a) galt 2 mt 
. a Se i — 
ee 
. ee 
Schnall 
Elliot 
; J er Ros Frat 
a the resic 
a . a relations, 
| 
7 . “sf 
Las § ‘ ’ : ‘ % bs Fs . § 4 a. - ei ae ala a ’ os : ae 


Sarbitrary action by the majority 


© all parties could “with mutual tol- 


Manteed circulation of 350,000. Ad- 
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Egan and Hahn 
End Dispute over 
Rate Proposal 


New YorK—James W. Egan Jr., 
president of the Newspaper Ad- 
vertising Executives Association, 
and vice-president and advertis- 
ing director of the Toledo Blade, 
and Lew Hahn, president of the 
National Retail Dry Goods As- 
sociation, agreed last week that 
their recent sharp words over the 
“magazine promotion” resolution 
adopted by the advertising execu- 
tives at their San Francisco con- 
ference (AA, July 14, July 28) 
was all the result of “incomplete 
understandings.” 

The resolution called for mem- 
bers to bill retail advertisers 
prominently featuring magazines 
at the general rate instead of the 
lower retail rate. 

In a joint statement issued by 
the two association heads, Mr. 
Egan declared that the newspa- 
pers had no desire to act in an 
arbitrary fashion but were inter- 
ested only in the proper protec- 
tion of their advertising revenues. 
He expressed confidence that the 
resolution of his organization 
would not be made the excuse for 


of papers. 

Mr. Hahn admitted that some of 
the recent practices complained of 
appeared to him as injurious to 
both retailers and the newspapers, 
and said that it must be recog- 
nized that the only significance 
the resolution could have would 
come from the extent to which 
newspapers, in observance of it, 
might infringe the natural rights 
of retail advertisers. He felt that 


erance” await such results. 

Both men agreed that it was to 
be expected that both stores and 
newspapers would want to be 
reasonable, but that if action on 
either side appeared to warrant it, 
they would meet again for future 
discussions to determine what 
course should be recommended. 


‘Jack Armstrong’ 
Magazine to Hit 
Stands Oct. 3 


MINNEAPOLIS — General Mills, 
Inc., and the Parents’ Institute, 
New York, are going to team up 
in a new venture—publication of 
the Jack Armstrong Adventure 
Magazine. Initial issue is due on| 
the newsstands Oct. 3. 

A print order of 500,000 copies 
has been announced for the first 
issue, with space sold on a guar- 


vertising rate is $425 for a four- 
color page. 
The Jack Armstrong radio pro- 
grams, on stations from coast to 
coast, have been selling General 
Mills’ Wheaties for 14 years. The 
All-American Boy” also is being 
featured in a daily syndicated 
lewspaper comic strip and in a 
eries of two-reel movie shorts 
troduced by Columbia Pictures. 
The new magazine will be given 
egular plugs on the current Jack 
Armstrong radio show. 
The magazine will include full- 
r comics, featuring adventures 
he radio program characters; 
tion story; an article about an 
tanding sports figure, and the 
Armstrong award io a real- 
ie boy hero selected by the first- 
1 service of the American Red 


Schnall Goes on Own 

§ Elliot Schnall, formerly with 
BRos Frankel, Inc., as assistant to 
the president in charge of public 
relations, has opened his own pub- 
lic relations organization at 7 W. 
44th St., New York. The firm will 
m©°Pecialize in architectural, travel 


(Wis.), Menominee, Escanaba, 
|Sault St. Marie and Houghton. 


Smithway Stokers 
Given ‘Appliance 
Push’ in 5 Areas 


Intensive Localized 
Effort Put Behind 
New Consumer Item 


MILWAUKEE—An unusually 
widespread ‘“‘test” operation has 
been set up by A. O. Smith Cor- 
poration, noted industrial manu- 
facturer, to see how successfully 
stoker sales can be effected by the 
application of merchandising and 
promotional methods which have 
been traditional in the appliance 
field. 

Smith, famed for its mechan- 
ized production of auto frames 
and numerous industrial products, 
has been advertising its consumer 
items, the Smithway stoker and 
the Smithway Permaglas water 
heater, in national magazines 
since the stoker made its appear- 
ance in October, 1945. 

Its current program, kicked off 
at a meeting in Des Moines late in 
June, is based on a new concept 
of merchandising for a stoker—a 
merchandising and promotion 
push which has heretofore been 
associated almost entirely with 
volume home appliances. 


Picks Five Areas 


Considering the present year as 
a transitional year between buy- 
er’s and seller’s markets, Smith 
has chosen three key markets and 
two groups of small town and 
rural markets to make a full-scale 
test of merchandising and promo- 
tional strategy for stokers. 

For its metropolis, the company 
chose Chicago; for a typical big 
city, Milwaukee; for a large geo- 
graphical area, Iowa and Des 
Moines. As typical small town 
groups, Smith selected the central 
Wisconsin area, embracing She- 
boygan, Green Bay, Fond du Lac 
and Oshkosh; and northern Michi- 
gan area, including Marinette 


At these points, and in readily 
accessible places, the company has 
held meetings of existing or po- 
tential dealers drawn into a cen- 
tral distributing point. At these) 
meetings the customary presenta- 
tion of the product and its ad- 


tional advertising, promotional 
material, etc. Also announced is | 
a series of strong newspaper ad- | 
vertisements in leading newspa- 
pers throughout the era. 
Concentrates in Newspapers | 
The newspaper program opens 
in each area with a full page, and 
carries through the active selling 
season with 600 lines on alternate 
Sundays. Although essentially co- 
operative, the newspaper cam- 
paigns differ somewhat from most 
co-op efforts. A. O. Smith pays 
for the opening full-page ad, and 
in addition agrees to pay in full 
for a 600-line ad to match each 
600 lines which the distributor 


Last Minute News Flashes 


Devoe & Raynolds Introduces 87 Spar Varnish 

New YorK—Devoe & Raynolds Company, through Charles W. Hoyt 
Company, will use advertisements of varying size up to half pages 
in September issues of American Home, The American Weekly, Bet- 
ter Homes & Gardens, Good Housekeeping and Successful Farming 
to introduce Devoe 87 Spar varnish. The campaign, scheduled indefi- 
nitely, will be supported by small space insertions in New York met- 
ropolitan dailies and, during this month and September, by subway 
cards and showings on cars of the Hudson tubes, Long Island Rail- 


road, and New York, New Haven & Hartford. Copy theme will be 
“It’s hard to Mar with 87 Spar.” 


Universal Pictures Tests ‘Black Narcissus’ 

New York — Universal-International Pictures is testing newspaper 
copy, with a few radio spots, for its “Black Narcissus,’ which opens 
here Aug. 13. The company earmarked $25,000 for advance news- 
paper space, and will spend about $250,000 nationally, after accept- 
ance of the picture’s controversial theme is demonstrated. It is ex- 
pected that black-and-white pages in magazines may be used when 
the picture is ready for national release about Oct. 1. Monroe Green- 
thal Advertising is the agency. 


Manson Named Chairman of RMA’s Ad Committee 

WASHINGTON — Stanley H. Manson, public relations director of 
Stromberg-Carlson, Rochester, was named chairman of the advertis- 
ing committee of the Radio Manufacturers Association Friday. He 
replaces John S. Garceau, advertising manager of Farnsworth Tele- 
vision and Radio Corporation, Fort Wayne, who had directed the ad- 
vertising committee since its creation seven years ago. Mr. Manson 
had been chairman of an advertising subcommittee handling RMA’s 
“Radio in Every Room” campaign. 


mat service is promoted through 
the newspapers, with distributors 
and dealers encouraged to aug- 
ment the factory supported cam- 
paign with additional coverage of 
their own. 

The Des Moines campaign has 
been running since July 13. Cam- 
paigns in the other 11 points be- 
ing covered all got under way 
yesterday, Aug. 10. 

Cramer-Krasselt Company, Mil- 
waukee, handles the A. O. Smith 
stoker advertising. All other A. O. 
Smith products are advertised 
through Henri, Hurst and Mc- 
Donald, Chicago. 


Sackett, Stern 
Drop Plans to 
Buy ‘Seattle Star’ 


SEATTLE—Negotiations for sale 
of the Seattle Star to Sheldon F. 
Sackett, West Coast publisher and 
radio operator, and to David Stern 
III, former publisher of the Cour- 
ier-Post, Camden, N. J., have fallen 
through and the “for sale” sign 
has been taken down. 

Mr. Sackett announced in March 
he had agreed to buy the paper 
and “transfer of the paper awaits 
certain legal work which will be 


vantages was made, as well as an promptly completed.” But his op- | : : 
analysis of the market, the na-| tion expired at the end of July—|0W being directed by the agency, | 
| will be followed by selection of 


still without change in ownership. 

Late in July, Mr. Stern and 
Sackett’s broker, ; 
came to Seattle to talk with the 


| Star management. When they re-| , 
l tusned to - East last week ees | 2323 Wayne Ave. Fred L. Anway|turer, which becomes the 16th 


out completing negotiations, How- 


the paper was no longer for sale. 

Shortly before allowing 
Star option to expire, Mr. Sackett 
let his option in Portland drop on 
the printing plant which was to 
have been the home of a new 
daily in that city. 


Station KOWL Aired; 
Introduces New Policies 


buys. Station KOWL, with studios in 
Dealer listings in the initial| the Santa Monica Amb4assador 
full-page ad are not charged for.| Hotel, a new 5,000-watt independ- 
They are “earned” by the placing | ent ae gh — bo ge - 
ae he? a regular sunrise to sunset radio 
of a merchandise orders. | schedule recently. It is owned by 
apr me rene tii popes reed Arthur H. Croghan. General man- 
inciuded in te 5 & ager of the station is Clay Os- 
on a flat-rate basis, with payments ell = 
going to the distributor as an| Policy of the new station repre- 
amortization of his investment.| sents a radical departure from 
Participating dealers and distribu- average Los Angeles radio. Owner 
tors are required to maintain min- | Croghan is on record with the fol- 
imum stocks of merchandise and | lowing principles: No commercial 
to purchase one of four kits of religion, no disc jockeys, no mur- 
promotional material graded to fit | der mysteries, no double spotting, 


: : , no over-commercialism, and no 
various sizes of operations. talk exceeding five minutes except 


and educational accounts. 


In addition, a carefully planned | in rare instances. 


Tiletone Appoints 
Goodkind; Plans 
Consumer Drive 


Cuicaco— The Tiletone Com- 
|pany, which produced its first 
|complete shower cabinet in 1941, 
|has appointed Goodkind, Joice & 
|Morgan as its agency and plans 
to use both national magazine and 
business paper space in promot- 
ing a new line of modern design 
cabinets. 

The firm is a relative newcomer 
in the field. It began making parts 
|for other shower cabinet manu- 
|facturers in 1940, and conducted 
| an extensive business in producing 
|shower cabinet walls. Now it 
| claims to be one of only four in 
| the field of 38 manufacturers mak- 
|/ing a complete line of shower 
|cabinets, and to have the largest 
line available to the trade. 

Immediate plans call for trade 
advertising in Domestic Engineer- 
ing, Illinois Master Plumber, 
Ladle, Plumbing & Heating Busi- 
ness, Plumbing & Heating Journal 
'and Western Plumbing & Heating 
Journal. In addition, American 
Builder and Architectural Record 
will be used. Both full and half- 
page space will be employed. 

A nationwide market study, 


| the consumer media list. No 


| complete advertising budget. 
| Tiletone operates its factory at 


'is president of the firm, with 


|charge of production. 


the | 


Sales Up, Profits 
'_Down—Macfadden 


| Although Macfadden Publica- 
|tions’ revenue rose from $6,720,- 
511 for the first six months of 
1946 to $7,356,439 for the same 
period in 1947, net profits de- 
clined from $607,509 to $438,485. 
| ©. J. Elder, Macfadden’s presi- 
dent, reported that “the decline in 
operating profit in 1947 of $284,- 
244 was due largely to further in- 
creases in the prices of paper and 
printing.” 


Lane to Hunter Group 
Robert F. Lane, formerly adver- 


tising manager and director of 
technical data for the Pioneer 
Instrument division of Bendix 
Aviation Corporation and before 
that assistant national director of 
public relations for the Boy 
Scouts of America, has joined 
Liberty and the Hunter Screen 
Unit, New York, as promotion 


| manager. 
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Hillman-Shane, 
Mayers Company 
Combine Agencies 


Los ANGELES—The Hillman- 
Shane agency, which has operated 
here since 1936, has “joined 
forces” with the Mayers Company, 
Los Angeles agency, it was an- 
nounced last week. Personnel and 
aecounts have moved over to the 
Mayers agency. 

The following Hillman - Shane 
personnel have been added to the 
Mayers’ staff, in addition to David 
S. Hillman, owner: Martin J. New- 
man, account executive; Jyles E. 
Kopp, art director; Charles A. 
Shaw, Mary O’Brien and Jean 
Cohen, of the production staff; Bill 
Martin, artist, and Miriam Dryzer, 
copywriter. 

Accounts added to the Mayers’ 
list include Catalina Knitting 
Mills; Sunset Oil Company; Tabak 
of California, women’s spotswear; 
Christopher Candy Company; 
Biltmore Florists; Dan Gertsman, 
women’s suits and dresses; Gil- 
bert of California, men’s slacks; 
Hollywood - Maxwell, brassieres, 
and Natone Company, lipstick 
brushes. 

The new _ personnel, Mayers 
said, also will work on present 
Mayers’ accounts, while other 
members of the Mayers’ staff 
will function on the new accounts. 
Total personnel now numbers 44. 

The Mayers agency was estab- 
lished in 1915 by Henry Mayers. 
His brothers, J. R. Mayers and 
Arthur Mayers, joined the agency 
in 1920 and ’21. The partnership 
of the three brothers was dis- 
solved Jan. 1 of this year, with 
Henry Mayers remaining as head 
of the agency. 

His brothers took over operation 
of direct mail business formerly 
handled by the agency, together 
with Angelus Press, a direct mail 
production plant which the Mayers 
Company had acquired in 1927. 

Principals remaining with the 
Mayers agency include Forrest 
Dolan, who joined the company 
in 1936; James P. Shelley, for- 
merly with McCann-Erickson; and 
Henry Rich, formerly with Ken- 
yon & Eckhardt, N. W. Ayer & Son 
and the Florida Citrus Commis- 
sion. 


American-M arietta 
Buys 16th Firm 


Cuicaco — American - Marietta 


Smith Davis,|@mount has been set yet for the|Company last week acquired the 


| Berry Brothers, Inc., Detroit and 
Walkerville, Ont., paint manufac- 


manufacturing division of the 


lard Parish. Star publisher said|H. S. Scholl vice-president in| American-Marietta group. 


| The purchase includes two 
|manufacturing plants and six 
{branch houses. The company’s 
|; own trademarked products will be 
continued, in conjunction with the 
A-M label. With the addition of 
| this division, according to Grover 
|M. Hermann, president of Ameri- 
|can-Marietta, the company now 
|has moved up from 38th to 6th or 
| 7th in the industry since the be- 
ginning of the war. 

Current sales volume of the 
Berry unit is said to be $400,000 a 


month. It concentrated on avia- 
tion finishes during the war, and 
since has been aiming at the in- 
dustrial finishes market. 


Appoints Mentzer 

| Don Mentzer, formerly man- 
ager of the Kansas City office of 
the Wichita Eagle and its radio 
station KFH, has been appointed 
special sales representative of Sta- 
tions KCKN, WIBW and WIBW- 
FM. He will make his headquar- 
ters in the Kansas City office, 300 
| Waltower building. 
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“We canit help feeling proud about this! 


After all, ie 
its the largest 
circulation ever 
offered to 


cca nocne eee 
. 


P a 


_* D- These ar, 
distributing uni “ = 


in March S46 The American Weekly circulation was 


8,804,881. Six months later, it had climbed to 9,052,251. For the six 
months ended March 31, 1947, it reached 9,357,277 —represents 
the largest circulation ever attained by any general magazine ... 
Three other weekly magazines have circulations in the millions. Here 
are the last official ABC circulation figures for each. 


aa ices dice wlan Rare eaiie lie wack ac cieaeiilile 5,178,536 
SATURDAY EVENING POST...... ended 3,848,193 
ale te 2 Dec. 31, 1946 | 9 804,941 


With a circulation greater than any two of the other three leading 
weekly publications, The American Weekly provides manufacturers 
with more readers in more families than any other publication, and 
the opportunity to tell their merchandise stories to the greatest num- 
ber of able-to-buy families in the U. S. 


“Here are more signs we think 
youd like to see {” 


Lowest Cost Per Thousand Readers 


Vv The American Weekly carries the advertiser's message 
at a lower cost per thousand than any other leading 
weekly publication. 


Dominates in the Big Cities 


The American Weekly provides effective coverage, not only 
in all the great cities of a million or more population but 
in more communities of every size than any other publication 
delivered into American homes. 


| 
Greatest Key City Penetration ‘ 
ss The American Weekly goes into 20% or more of the homes in 
each of 4083 communities of 1000 population or more. These 
places include the 760 key cities where 50% of all retail 4 
business is done. 4 
Readers from Coast to Coast 
More than 16,400,000 families live in these 4083 com- 
munities—over 7,800,000 read The American Weekly. Over 
1,000,000 families in places under 1000 population also 
read this great national magazine. 

LT | 


wae 


Foremost National Advertisers 


The advertising pages in The American Weekly represent 
merchandise ranging from drug and grocery store products 
to automobiles and jewelry. 
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“The Nation’s Reading Habit’—A Hearst Publication 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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